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MEAPOLIS-ST. PAUL . . . with WDCY. 

L yy. 1!>:>7 Trendex puts W'DCV first! 
^nW yon prefer Trendex. Hooper. Nielsen 
1 1m\ WDGV has prime ;iv;iilal)ilities in 
t laee segments in t lie report yon like best. 
I*lm I'.lair or \\'1)(!Y CM Steve Lalmuski. 

4«HA . . . with KOWH. Now in its sixth 
• : >f first plaee dominance. First on latest 
lr, Pulse and Trendex. in all time periods. 
B-t ADAM VOTNC INC. or KOWll Cen- 
, llana-er Y1RC1F S11AKPF. 

\r-AS CITY . . . with WHB. First per 
*0| r. first per Area Nielsen, first per Pulse, 
j\\ov Trendex. renewal rate amonir 

*#Js City's bi«r<rest advertisers proves dv- 

■Isales power. See .JOHN P.LAI H or WllTi 

ilEOKCF \V. ARMSTPiCNC. 





Radio for Today's Selling 



"l wish deciding 
what to order 
could be as simple 
as time-buying 
where there's 
a Storz Station." 



In any of these five 
important markets . . . 
you talk to the big audiences 
with the "Storz Station"! 



NEW ORLEANS . . . with WTIX. Month after 
mouth WTIX maintains or widens its first 
plaee position in New Orleans listening. First 
by a wide margin, per latest Hooper. And first 
on Pulse ((i a.ui.-(i p.m., Mou.-Fri. . Ask 
ADAM YOFNY! INC.. or WTIX CM FRFJ) 
PERTH EPSON. 

MIAMI . . . with WQAM. It's I lappened : 
With "Storz Station'" program m inu WQAM 
has leaped to first in the niorniiijr . . . first 
afternoon . . . and all day on latest Hooper 
( mi ' and Trendex :54 F , . Cover'nnr all 
of Southern Florida with o.OOO watts on odd 
ke. See .JOHN UFA 1 K or WQAM CM JACK 
SANDLER 



TODD STORZ. 
President 




IS PRIME- 
TIME YOUR 
BLIND SPOT? 



New thinking mid \ww 
fact- air now develop- 
ing in -pol radio llul 
ma\ spell end of tin- 
7-9 a.m.. 1-6 p.m. fad 

Page 23 



Should you 
promote a show 
you share? 

Page 26 

The 7 biggest 

flaws in 

tv commercials 

Page 29 



Monthly tv cost 
and programing 
Comparagraph 

Page 35 



WKMH 



airs minute-by -minute 



coverage of drama in the skies! 



FROM SHORTLY AFTER CAPITAL'S FLIGHT 930 
REPORTED TROUBLE . . . UNTIL THE 
LANDING AT WILLOW RUN AIRPORT, WKMH's 
LISTENERS HAD MINUTE-BY-MINUTE REPORTS 





Photograph Courtesy Detroit Times 



Save 

up to 



15% 



While Capital Airline's flight 930 thundered thru the skies 
toward Detroit's Willow Run Airport for a crash landing, 
thousands of Detroit area listeners heard detailed reports of the 
entire drama. First reported shortly after 1 p.m., 
WKMH newscasters kept listeners informed of the frantic efforts 
of crew members to repair a disabled landing gear. 
WKMH's Mobile News Cruiser continued coverage of 
the tense drama right thru to an on-the-spot description 
of the plane's actual landing. WKMH stays 
with the news . . . and listeners stay with WKMH. 



by using two or more of 
these powerful stations: 

WKMH WKMF 



Dearborn- 
Detroit 



Flint, 
Mich. 



WSAM WKHM 

Saginaw, Jackson, Mich. 

Mich. Jackson Broadcasting 

& Television Corp. 

USE ALL 4 STATIONS . . . 

SAVE 15% 
USE ANY 3 STATIONS . . . 

SAVE 10% 
USE ANY 2 STATIONS . . . 

SAVE 5% 





WKMH 

DEARBORN-DETROIT 
5000 WATTS 



FRED A. KNORR, Pres. JOHN CARROLL, Mg. Director 

Represented by Headley-Reed 



More Clients are using Terre Haute as their 
Test Market! 

TERRE HAUTE 

I S A GREAT 

TEST MARKET! 



Indiana's 2nd Largest 
TV Market 

251,970 TV Homes 

CBS, NBC, ABC Networks 




TERRE HAUTE, INDIANA 



WTHI - TV 



BOULING CO., NEW YORK CHICAGO, 
LOS ANGELES, SAN FRANC I SCO, BOSTON 



and RADIO, too! 

T.M.-CBS-TV 
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DIGEST OF ARTICLES 

Don't be prime-time blind 

23 How can buyers be dogmatic about superiority of 7 a.m. -9 a.m. and 4 
p.m. -6 p.m. slotting when radio has pulled so many surprises on them? 

Should you promote a show you share? 

26 Johnson & Johnson alternates with \\ ildroot on ''Robin Hood," yet de- 
velops large-scale show promotion campaigns for consumers and the trade 

Do your commercials have that Madison Avenue droop? 

29 Could be, says Dave Hasconi of Guild, Bascom & Bonfigli. Here are his 
criteria for tv commercials guaranteed to lull the viewer into sleep 

Spot radio hit $46 million in 4th quarter 

32 Second quarterly report from SR\ on spot radio spending by product 
category shows biggest users are foods, tobaccos, automotive* and drugs 

Tv costs and programing Comparagraph 

35 This month the comparagraph features a breakdown of advertisers and 
brands using network tv; sewing by time-zones in Spot tv basics 
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In Next Week's Issue 

How farm radio is sold today 

sponsor sat in on a farm presentation to Leo Burnett, Chicago, reports 
on the marketing and media facts used to make farm radio's case 

Watch out for tv's practical-jokers 

Tv engineers have perfected some highly effective techniques for scaring 
the life out of unsuspecting talent with what appear to be mistakes in 
commercials going out on the air 
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Get more than Y3I 

(of Iowa's Sales Potential) 




WHO gives you Iowa's 

Metropolitan Areas (Vz of the Market) 

• • . PLUS THE REMAINDER OF IOWA! 



Iowa has six Metropolitan Areas 

which, all combined, do 35.8% 
of the State's total retail sales. 

A number of radio stations can give you good coverage 
of ONE Metropolitan Area . . . but WHO gives you high 
coverage of virtually ALL Iowa Metropolitan Areas, 
plus practically all the REMAINDER of Iowa, too! 

FREE MERCHANDISING! 

WHO Radio maintains one of the nation's most com- 
prehensive and successful FREE merchandising services 
in 350 high-volume grocery stores for FOOD adver- 
tisers who buy S300 gross time per week; in 250 high- 
volume drug stores for DRUG advertisers who buy 
$250 per week. (A $200 Food plan is also available). 

Ask us — or PGW — for all the facts ! 

WHO Radio is part of 
j Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines 
WOC-TV, Davenport 
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RETAIL SALES 

1956 Consumer Market figures 



WHO 

for Iowa PLUS! 

Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 



Peters, Griffin, Woodward, Inc. 
National Representatives 



CASE HISTORY 
FURNITURE 




Radio's a Two Way Street 
for this Furniture 
and Appliance Store 

Stowers Merchandise Mart in downtown 
Pasadena has found how to sell radios hy 
the thousands to customers from all over 
Southern California: it buys radio spots 
. ... by the hundreds! 

Stowers tested the Catalina Station, K1UG, 
with 12 spots a week a year ago. It has 
been on steadily ever since, expanding its 
campaign to a current regular schedule of 
35 I -minutes each week. 

"We sell all types of merchandise through 
heavy radio advertising", says store manager 
George Schemer "but for probably obvious 
reasons, radio does an especially good job 
of selling itself. Last month alone, for in- 
stance, our spots concentrated on radio sets 
and sold over 500 of theml" 
Stowers' Agency, Roche, Eckhoff and Lee, 
Inc. of Los Angeles, makes each spot a 
clever, humorous dramatization, using 
Hollywood's best dialecticians. 

"On my last visit to the store," recalls ac- 
count executive Bill Garr, "customers came 
in from the San Bernardino Mountain 
country and the Orange County beach area, 
each telling the same story; that they were 
so amused at the commercials, that they 
had to drive all the way to Pasadena for 
their next furniture or appliance purchase, 
out of a combination of gratitude and 
curiosity!" 

Garr used several radio stations for Stowers, 
with KBIG getting the lion's share of the 
budget. Since making radio a major plank 
in its ad platform, Stower's sales have been 
on a steady rise. 

Stowers offers a fine example of using power 
radio to build an air personality for a 
store .... with powerful results. 




JOHN POOLE BROADCASTING CO. 

6540 Bunttl Blvd.. Loa Angalat 28, California 
Ttlmphsnt: Hollywood 3-330! 

Nat. Rep. WEED and Company 



Timebuyers 
at work 




Harold Veltman, J. Walter Thompson, New York, thinks that 
these two points should be emphasized now that radio time tabs are 
shooting up: "(1) The buyer should select a program that suits the 
tone of his commercial. It may antagonize the listener to have 
an abrupt, noisy commercial interrupt a program of mood music; 
likewise, a rock-and-roll session 
would over-shadow a gentle, soft- 
sell commercial. Therefore, the 
rep should give the buyer a com- 
plete briefing on the program, in 
addition to supplying the usual 
fact-sheet. (2) The buyer should 
know how man)' announcements 
are run every half-hour and choose 
the less crowded segment when- 
ever possible. Spots from 6:30 to 
9 a.m. and 4:30 to 6 p.m. are so 
numerous and follow each other 
with such frequency that the listener is likely to forget or ignore 
your message, when it's in the midst of many others. The buyer whose 
target is the housewife, therefore, would do well to buy time where his 
commercial is the only one for 10 or 15 minutes. The commercial 
would have a much greater retentive impact — even if it may not 
reach as many people — than if it were placed during prime hours." 



Thomas J. Hollingshead, McCann-Erickson, New York, who is 
timebuyer for Columbia Records and Westinghouse Electric com- 
ments: "Concern has been voiced by advertisers, agencies, stations 
and representatives about the great demand for announcements in 
the early morning hours, particularly 7-8:00 a.m. (See article page 

23.) In many markets the 7-8:00 
a.m. period is the most desirable. 
However, we have found that there 
are some semi-metropolitan in- 
1 dustrial markets in which it is 

not the most desirable. For ex- 
^ ; ample, in Dayton a total of 68- 

70.000 workers report for work at 
^Jj^^ -y \ 7:00 a.m. and depart for home at 

I 3:30 p.m. The second shift in the 

city, about 20.000 employees, re- 
ports for work at 3:30 p.m. and 
leaves at midnight. About 9,000 
employees at Wright-Patterson AFB report for work at 7:15 
a.m. and leave at 4:00 p.m., and an additional 9,000 report at 
8:00 a.m. and depart at 4:45 p.m. Therefore, we have had to 
place announcements before 7:00 a.m. and within the 3:00 to 5:00 
p.m. period. Intelligent use of data on the working hours in 
industrial markets could help advertisers reach larger audiences." 
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Mr. Ed Wallis 
S-iles M.in.i^cr 
KYW K.idio 
815 Superior Avenue 
Clevcl.md M, Ohio 

Dear Ed: 



1 would like to exprc\* my sincere appreciation to you and your 
station for the fin*; job you are doing in advertising our firm. 

We came to Cleveland on November I, 1955. Since that time we 
have 'rn-d every medium of ^dvrrtislnfl available. We tried to Ret our 
menn iRe to the public by uslnfl newspapers, both suburban and metro- 
politan. We tried television unth one-minute spots, ten-second spots 
and a five-minutt sports program. Wc tried call cards on the buses. 
We tried direct mail by the thousands. As a matter of literal fact, 
wc have tried everything but skywriting, and we have not found any 
medium that produced the effect in reaching the masses of people 
in Cleveland that your station does on a saturation program. Eighty- 
five out of one hundred people comment they have heard our adver- 
tising on KYW. That is what I call real response. 

One year ago if you had told me that these rctults were possible 
by using radio 1 would not have believed you. You see, our experience 
in the automobile business is based on two agencies in small towns. 
In this type of community the person who lives more than five minutes 
from his home is inconvenienced, so he spends very little time listen- 
ing to his car radio. In Cleveland the opposite is true, in most casct 
he has to spend an hour or more in his car a day. and he spends a 
great deal of this time listening to KYW - 1 100 on your dial. His 
wife responds, too - she must listen all day long. 



Now about the most important subject - the cost. It has proven 
to be importantly less expensive to reach more people by KYW 
than any other medium now available in Cleveland. Again I would 
to thank you for presenting us with this saturation program and 
continuing cooperation that is making it successful. 

Sincerely yourt. 

EARL DAVIS BU1CK, INC 



oven \ 
radio \ 
ild like I 
for the/ 



-I 



Cleveland's laje 




* 

t 1 



READ 
OUR 
MAIL 



"It has proven to be importantly 
less expensive to reach more people 
by KYW radio than any other me- 
dium now available in Cleveland. 
Again I would like to thank you for 
presenting us with this saturation 
program and for the continuing co- 
operation that is making it suc- 
cessful." Earl Davis Buick, Inc. 



In Cleveland, no selling campaign is complete 
without the WBC station . . . 



RADIO 

WEST1NGH0USE BROADCASTING COMPANY, INC. 

RADIO — BOSTON. WBZ+WBZA PITTIIURON, KOK* CLIVUJINO. KYW 
PORT WATNI, WOWO. CHICAGO. W'SQ. PORTLAND. KEX 

TELEVISION BOSTON. WBZTV PITTSBURGH. KDKA TV: 

CLEVELANO, KVW-TV BAN FRANCISCO. KPiX 

WIND REPRESENTED BY A M RAO'O SALES « KP1X REPRESENTED BY 
THE XATZ AGENCY INC • ALL OTHER WBC STATIONS REPRESENTED 
BY PETERS. GRIFFIN. WOODWARD. INC. 
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NEWSIVBAB&ER 
of the week 



If you're measuring mar- 
kets by Metropolitan 
Areas, better take an- 
other look at Salt Lake. 
Measuring this market 
with metropolitan data 
is like firing hydrogen 
bombs with a cap pistol 

— it can't be done. But 
your advertising can be 
done effectively on KSL 
radio, serving and selling 
1,617,200* people in the 
Greater Salt Lake Area 

— five times the audience 
of Salt Lake City. 

KSL radio 

50,000 WATTS FOR CBS 
IN THE MOUNTAIN WEST 

Represented by CBS Rodio Spot Sales 
'Nielsen 



The news: Important changes in the planning of advertising 
strategy are foreshadowed by the announcement of a new plans 
board at BHDO and the naming of Robert L. Foreman, who had 
been vice president in charge of radio and tv, as an executive vice 
president and chairman of the new board. 

The newsmaker: Robert Leonard Foreman assumes a ma- 
jor post at one of the leading agencies in the U.S. at the age of only 
41. His appointment as chairman of the new plans board is particu- 
lar!) significant in the light of his heavy broadcast background, 
though Foreman spent about nine jears in the print side of the 
business before switching to radio commercial writing during the 
40s. In addition to being a tribute to Foreman's savvy and admin- 
istrative ability, his new post testifies to BBDO's recognition of 
tv as an increasingly dynamic and important sector of today's ad 
business. Though, as big agencies 
go, BBDO's share of billings to tv 
and radio is not unusual, neither 
i> it an\ thing to sneeze at. The 
agency billed a total of $194.5 
million last \ ear with tv and radio 
accounting for about 40%. Tv 
billings in 1956 were in the neigh- 
borhood of $70 million; radio ac- 
counted for about $10 million. 

The new plans board replaces 
two agency plans boards, a gen- 
eral board and a radio-tv plans 
hoard. The functions of both will 
be merged in the new group, which will review all advertising func- 
tions. Foreman remains as chief of the tv and radio department, di- 
rectly overseeing programing, production and copy, while the de- 
partment remains within the precincts of Charles H. Brower, execu- 
tive \ ice president in charge of all creative services. 

Being thrown into an all-media post will be an unquestioned 
challenge to Foreman, despite his earlier experience on the print 
side. He'll be busy orienting himself during the next few months, 
honing up on significant developments in the print media and ad- 
justing his outlook. While he obviously is in no position at present 
to deliver pronouncements on newspaper and magazine advertising. 
t\ i> another matter. Shortly after his appointment, Foreman told 
sponsor: "M\ one fear regarding tv that there will be so much pro- 
graming down the middle of the road, that, in an effort to appeal to 
everybody, tv will appeal to nobody. .Middle-of-the-road program- 
ing is not necessarih a good advertising backdrop. Qualit\ pro- 
graming and audience appeal are not on opposite sides of the fence. 
Don't get the idea Foreman is down on tv. however. ''Television 
will not get short shrift while I'm chairman, he said. ^ 




Robert L. Foreman 
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10 out of 10 ARB 



and 



j January 1957 



10 out of 10 PULSE 



December 1956 



// you re buying BOSTON 

select the Leader. . . 






FOUR IN ONE PLUS 



This one television station 
delivers four standard 
metropolitan area markets plus 



i 



r 




• 917,320 TV sets 

• 989,605 families 

• SV2 million people 

• $3% billion retail sales 

• $5% billion annual income 

WGALTV 

LANCASTER, PENNA. 
NBC and CBS 

STEINMAN STATION • Clair McCollough, Pres. 

Represent a/iv«: 

The MEEKER Company, Inc. 

New York Chicago 



CHANNEL 8 MULTI-CITY MARKET 



Los Angeles 



Francisco 




316,000 WATTS 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



16 MARCH Preltv much assured that this fall is Koing to he a radio-tv world heater (see 

Cavyrlght l»S7 T . 

sponsor publications ino. SPONSOR-SCOPE 9 March), the industry this week had two related topics to chew over: 

IVo. 1 is the heightening tempo of competition for hnsiness between ABC TV's 
Leonard Goldensou and NBC TV's Boh Kintner. It's a battle with the color and trim- 
mings of a storybook tournament — the opponents not many months ago were comrades-in- 
arms; and the fray has all the elements of a man-to-man contest. Each has his own record 
at stake; and on each rides the question of network dominance. 

No. 2 is the matter of incipient violence in western tv programs. 
The stuff that conies out of libraries (originally made for movie houses) is deemed 
pretty safe and sane; death usually is secondary to a fist fight no worse than you can see 
in any schoolyard. 

But it's the material more or less especially concocted for tv that's causing 
the concern. Madison Avenue is beginning to worry where the quiet of mesa ends and 
the St. Valentine's Day Massacre starts. In the opinion of agencies, the clean-living, soda- 
drinking cowboy is being supplanted by Little Caesars in Stetsons, and this could lead to 
deep trouble. 

As one adman dryly told SPONSOR-SCOPE: "It looks as if we'll have to go to the 
movie theatre again to see a real western." 

The Station Representative Association is set to open fire on film companies 
who trade their product for station time and then resell it at cut rates. 
SRA's blast, scheduled for next week, says: 

• SRA has no objection to swapping films for spots if the latter are to be sold by 
the film people on the open market. 

• It welcomes legitimate competition. But the competition ceases to be legitimate 
when the film people sell such spots at lower rates than the stations or their reps. 

• This competition already has hurt some reps and, unless stopped, could lead to a 
real row. 

Look for international spot money this fall to boost tourist trade at the world 
fair which opens next April in Brussels. 

The money very likely will come from two directions: (1) the Belgian government, 
and (2) the airlines — Sabena, KLM, Pan American, and BEA. 

Schaefer this week joined the list of New York brewers serviced by national 
agencies but buying time at local rates. Others are Rheingold, Ballantine, Piel, and 
Krueger. 

Reps, who have been puzzled (if not miffed) by the system, will be interested in this 
explanation by an official of Esty, the Ballantine agency: 

• Each distributor operates on his own ad budget. So he buys at the local rate. 

• Often the distributor turns to the parent brewer's agency for advice and guid- 
ance. 

• In that event, the agency does not collect a commission, but charges an advisory fee. 

The flow of Pepsi-Cola money to exploit the new hostess-sized bottle will 
shortly become a cascade — but the buying on several hundred stations will be at 
local rates. 

The home office's share of the spot outlay will be funneled through franchise holders 
and distributors. 



SPONSOR • 16 MARCH 1957 



9 



SPONSOR-SCOPE continued . 



This week was a real crackerjack business-wise for the networks— particularly 
in radio. 

Ill an itemization of the golden harvest you would have to include: 

1. CBS Radio struck paydirt with its 50% reduction in nighttime rates for seg- 
mented programs: Kent cigarettes bought 16 five-minute slices— about $17,000 a week in 
hillings. 

Dixie Cup and Hudson Vitamin meantime look like excellent prospects. 
The rate cuts apply to nights and the weekend generally; they are being sold under a 
(dan called Impact. 

2. Norwich Pharmacol, in addition to Camel (Revnolds), gave ABC Radio 
a h efty order covering weekend news broadcasts. 

That puts Camel and Norwich on all three radio networks. 

3. Carter Products is adding to its NBC Radio campaigning, bringing weekly 
billings on that network to around $12,000. A substantial network radio user, Carter ap- 
pears to be consolidating heavily on NBC lately. The network also got an order for about 
$12,000 gross weekly on Monitor from Kent cigarettes. 

4. On the daytime network tv front, it likewise was a happy week: NBC TV 
landed its first Lever Bros, program package deal and got an additional order from P&G 
for two and a half quarter-hours a week. 

Lever's daytime obligation is for three quarter-hours weekly. 



NBC Radio is considering reducing its nighttime rates. But it will differ sharply 
from CBS Radio on weekend rates. 

In fact, NBC plans to hike the rates on Monitor in the near future. 



This week's readjustment of Pepsodent radio schedules is not intended — as 
some reps think — to match station rate increases. 

Rather, says FC&B, it's part of a continuing revision of the frequency pattern. 

For the first 18 months the Pepsodent campaign poured as many as 400 spots a week 
into a market. 



Network radio's oldest half -hour, Voice of Firestone, hows off ABC 10 June, 

marking the end of another era for that medium. The show is 28 years old. 

Firestone's tv version meantime is taking a 13-week hiatus from ABC TV. It was among 
the first of the simulcasts. 



Are forced combination buys getting to be a menace in the air media? 
Art Pardoll, FC&B broadcast media director, thinks that's the way they're begin- 
ning to look, so he plans to tee off against them on 22 April before the Connecticut Asso- 
ciation of Radio & Television Broadcasters. 

Pardoll also will have some blunt things to say about over-commercialization and 
rate-raising anions; radio stations. 



The controversy over the agencies' interpretation of NCS#2 gets a public air- 
ing 26 March at the RTES' periodic luncheon in the Roosevelt Hotel, New York City. 

The session will be staged as a sort of question-and-answer roundtable, with John 
Churchill, v.p. and assistant president, on the firing line for the A. C. Nielsen Co. 

Bob Hoffman, of WOR, New York, will represent the station side, and the reps will 
have Ward Dorrell, of Blair, and Dan Denenholz, of Katz, posing their views. 

A media buyer — yet to be chosen — will participate in the cross-fire. 
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SPONSOR-SCOPE continued 



When J. Waller Thompson hinted this week that it's heading for a $300-million jear 
(including international billings), Madison and Michigan Avenues proiuptl) got to work on 
this speculation: Are JWT, Y&K, McC-E, and BBDO sowing tin* wedo of their iimii 
diiftster? Is their very higiicsn their t-vrnlunl weakness? 

The e ousensnas No. Here's why: 

• Because bigness wants to he associated with bigness (which also implies prestige), 
giant advertisers like to link up with mammoth agencies. 

• When hillings get into the hundreds of millions, an agency can afford to Iniild a 
full line of services — splurging on research and market development. 

• As the gap grows greater, the agencies helow will he forced to pick certain lines 
and specialize in them — channeling their research and administrative strength into selec- 
tive areas where they show to best advantage. 

Ford and Chrysler ad budgets this vear seem to have turned the trick for tlieni 
in leadership and sales. 

Ford leads Chevrolet as lop producer thi- vear, and PI) mouth i« jubilant over ihe recep- 
tion ils line is getting. 

Chrvsler financial v. p. F. W. Misch this week described the first 1957 epiarter as head- 
ing for SI billion- ihe best in the company's history. 



What may he a pertinent clue to the future of feature film sponsorship in the 

smaller markets is this decision by Bristol-Myers: 

It will not renew feature showings on Triangle's stations in New Haven, Binghamton, 
and Altoona — even though the cost-per-1000-homes-per-commercial-minute turned out to be 
as low as 56^. 

In extending the contract only on Triangle's Philadelphia outlet (WF1L-TV), Bristol- 
Myers offered this explanation: 

It's okay to lay down a heavy harrage in a hig market; hut it's hard to justify 
it in smaller areas, because there just aren't enough key hrands in the B-M line to 
warrant the expenditure of that much ammunition. 

Bristol-Myers won't drop the other three places altogether, though — it will he hack 
shortly via spot in these very same features because of the extremely low cost and sales 
impact. 

Like other cosmetic leaders, Ilclcne Curtis Industries fattened its sales and prof- 
its in 1956. President Willard Cidwitz's report last week gave sales as $42,090,163; net 
earnings were $2,165,927. 

The company sponsors three network tv shows. 

More and more grocery and soap manufacturers are running into the prob- 
lem of how to sharpen the identity of their package. 

It isn't lack of ingenuity that stumps them. Pink, blue, silver, unique lettering — all 
have been tried successfully. The trouble is that success is short-lived. On the morrow 
a competitor comes up with something equally unique and nullifies the first fellow's 
impact. 

Current thinking is that tv undoubtedly implants a desired image like a sledge-hammer. 
But the only way to keep a competitor from doing the same thing is: 

1) Sharpen identity still more (in ways still experimental), and 

2) Overpower him with frequency. 

BBDO chief story editor George Kondorf let a cat out of the bag this week when 
he told a Theatre Cuild Workshop seminar: 

In the case of one show, he counted the number of people who passed on it at 
the agency, client, and elsewhere. The total was 40. 

Kondorf added: This, of course, was an extreme case. 
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SPONSOR-SCOPE continued . 



The agency radio-tv plans board, a phenomenon which sprouted with the 
advent of tv, has apparently seen its day. 

BBDO this week merged its version of the radio-tv board with its general plans 
board, creating an over-all plans board. Chairman is Bob Foreman, executive v.p. and 
head of the tv-radio department. (See Newsmaker of the Week, page 6.) 



George Abrams, Revlon ad manager, told SPONSOR-SCOPE this week that 
the §64,000 Question is not on the market for an alternate sponsor. 

A report that the show was being pitched to P&G was making quite a stir. 



P&G's A. N. Halverstadt this week is in the same fix as a chess wizard play- 
ing half a dozen games at once. 

He has 10 different spots on the three networks each week. The problems now fac- 
ing him are (1) whether to reduce three Tuesday night spots to two (2) where to move 
the Jane Wyman show, and (3) what to do with the Saturday period on CBS TV. 

In a way, P&G's decisions can determine what NBC TV and CBS TV do 
about reshuffling their programs on Tuesday and Saturday nights. 

Several agencies also await P&G's final determination. They have indicated interest in 
some of the P&G controlled periods, including 10 o'clock Sunday on NBC. 



David Partridge's sizzling condemnation of the contests advertisers and agen- 
cies use to steam up station promotion managers has the makings of a bitter 
controversy. 

The advertising promotion manager of the Westinghouse stations last week teed off on 
such contests at a meeting of the Ohio Association of Radio and Television Broadcasters. 

Referring to them as an "irritating problem," Partridge (who heads the Broadcasters' 
Promotion Association) urged that they be "actively discouraged by all stations." 

A program promotion executive for one of the three leading agencies in network tv 
offers a rebuttal to Partridge's attack. Such contests, says the agency man: 

• Provide incentives for building audiences for dozens of network shows. 

• Give station promotion men an opportunity to shine against competition. 

• Overcome to some extent the promotion advantages available to local accounts. 
(See further excerpts from Partridge's address in News and Idea Wrap-Up, page 68.) 



AB-PT's board of directors this week expanded ABC and ABC TV's roster of 
v.p.s to 22, with the addition of the following six vice presidents: 

Donald W. Coyle, tv sales development-research; Dean Shaffner, radio sales devel- 
opment-research; Gene Accas and Jason Rabinovitz, tv administration; George Com- 
tois, radio network sales; and Stephen Riddleberger, in charge of radio administration. 

AT&T has been extremely quiet about what it's spending on the filming of 
four one-hour tv science specials (the second of which CBS TV airs this week). 
SPONSOR-SCOPE has learned that: 

• The bill for the first film came to around $750,000. 

• Over $100,000 is spent on cartooning alone for each film. 

• The cost of the whole series is expected to run well over $2.5-million. 

• The air time for the four shows will figure another $375,000 net. 



For other news coverage in this issue, see Newsmaker of the Week, page 6; New 
and Renew, page 59; Spot Buys, page 60; News and Idea Wrap-up, page 64; Washington 
Week, page 77; sponsor Hears, page 80; and Tv and Radio Newsmakers, page 86. 



SPONSOR • 16 MARCH 1957 



We have re -ci .-d on r share of Ijln 11 kct en- 
dorsements in tin- past pink, pouder blue, 
and Uliaki included hut this one warmed us 
all over Iowa. 

"I wonder if you people realize t lie size of 
your listeiiin<_ r audience in this area . "' a 
visitor to AYMT's Voice of Towa program 
wrote, in a sort of brcad-anddaitter note. 
"Several of niy wife's friends called up to 
talk about hearing fine) on the radio. At 
least 2."> people talked to me about it. Yes- 
terday we met some friends on the street 
that we hadn't seen for some time . . . 
they also mentioned the program. The ex- 
perience was very interest in.tr, the staff mem- 
bers very considerate, including the man who 
operated the elevator." 

* * 

Commercial: If yon need any time on a 
station with a considerate elevator operator, 
come on up to the fifth floor. 

WMT 

CBS Radio for Eastern loua 
National Heps: The Katz Apeney 

*P(3 mile* north of Cedar Rapids. 
**Suro we'll give you his name. 



Another trail-blazing public service program from WBC 



y 



Did you know that '19 million men and women in this 
country arc now taking adult education courses? 
That 723 school districts in the south have already 
I>eacefuHy desegregated? That teenagers in Dearborn, 
Michigan were asked to help plan two new high 
schools? 

These are some of the little-known events taking 
place in American education today. Not the type of 
news that makes newspaper headlines hut news of 
special interest to most American families. News 
heard only on WBC's new weekly public service 
radio program, "Spotlight on Schools." 

"Spotlight on Schools" was developed by WBC 
in cooperation with the National Citizens Council 
for Better Schools. Henry Toy, Jr., President of that 
organization, is the editor and reporter; 
WBC's Educational Director, Gordon Hawkins, the 
producer. At the end of each program, the WBC 
stations cut in with the latest hometown and regional 



school news deli vc red by a prominent local educator. 

"Spotlight on Schools" is an extension of WBC's 
pneesotting coverage of the White House Conference 
on Education and last year's National Education 
Association Convention. It was at this convention, 
incidentally, that WBC received the 1050 School Bell 
Award "for distinguished service in the interpretation 
of education." 

For television, WBC recently produced two new 
documentaries on education. "Section 16" tells the 
history of American education and "The Challenge" 
dramatizes the final report of the White House 
Conference. 

Yes, education is news. And it is a continuous policy 
at Westinghousc Broadcasting Company to use the 
scope of radio and television to cover thus sort of 
news — because we're convinced that broadcasting is 
most effective on stations which hare earned the respect 
and confidence of the communities they serve. 



WESTINGHOUSE BROADCASTING COMPANY, INC. 




RADIO BOSTON, WBZ+WBZA. PITTSBURGH. KDKA. CLEVELAND. KYW; 

FORT WAYNE. WOWO: CHICAGO. WIND: PORTLAND. K EX 
TELEVISION: BOSTON, WBZ-TV; PITTSBURGH. KDKA TV. 

CLEVELAND, KYW-TV; SAN FRANCISCO. KPIX 

WIND REPRESENTED BY A M RADIO SALES 
KPIX REPRESENTED BY THE KaTZ AGENCY, INC 

ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD. INC. 




by Bob Foreman 



Nielsen 

New 

No. Z 
PROVES 




WRBL TV 



COLUMBUS, GEORGIA | 
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IN THE BILLION 
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CALL HOLLINSBERY CO. 



Agency ad libs 




Don't take your product for granted 

What follows is the second half of a talk I 
made on February 14 to the ANA about com- 
mercials. As you may recall, the first part 
delved into the subject of live copy vs. filmed 
copy in tv commercials (see Agency ad libs, 2 
March). This is about other commercial virtues 
and vices: good copywriting, misused animation. 



I'd like to offer a generality or two on the creative side of tv copy 
— first on something that seems to me to he prevalent in most bad 
tv commercials. I'm referring to a general lukewarmness of the 
copy which is the result primarily of a lukewarm copy writer ... a 
writer who is disinterested in the product — or in his job. He can- 
not infuse, therefore, excitement into his copy — and thus what he 
communicates to his audience is hound to he unexciting, bound to 
be unheeded and unremembered. 

Generally, this is the case in products that have been around for 
some time. A soap or a cola or a cigarette that has been a staple 
for years. It takes the real smart writer, plus account man and 
advertiser to insist on copy that is fresh and newsy, regardless of 
how long the product has been available to the public: for remember 
it is still new to the non-user. It is still an exploration to those who 
use a competitor's brand. An adventure to the skeptic. 

To bring an old product to life takes ingenuity 

To make a well established product come alive takes ingenuity — 
at the manufacturing level as well as the copy and merchandising 
level. Here are some of the techniques which serve to do just that: 
create an irium or a lanolite: re-package it (in a squeeze bottle per- 
haps) ; find a new use (pin curls perhaps) : build believable testi- 
monials (delivered by timely people — sports figures, etc.) : announce 
a price change — announce anything in fact: use exciting words — 
discovery, presenting, have you heard; news of a new lab test — 
consumer jury, etc. 

Whatever you do — don't take your product for granted— every- 
one else will. Look for news in it. Create news around it. Bring 
news to it anyway you can and you'll bring sales along, too. 

\ext a word • r two about animation — which I believe is much 
over-used, often misused and abused. It seems to me that advertis- 
ing is supposed to be a graphic presentation of facts. So when you 
present vour story in a factual way, I believe you do a better selling 
job — and live action (real people) is by far the most graphic tech- 
nique. Empathy comes easier. Believability. too. Of course, anima- 
tion can also be graphic. Take this clip. (Here I showed a Clean 
*n Clear commercial.) Here's an example of where animation is 
more graphic than realism. However, there's an entire school of 
non-graphic animation that to nie is out of the New Yorker rather 
than the Saturday Evening Post — more Picasso than Norman Rock- 
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Monday thru Friday— 10 a.m. to noon • Saturdays— 10 a.m. to 1 p.m. 
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. . . joins the 
brightest lineup of 
personalities on the air! 
. . . your station for news and weather, too! 





CALL or WIRE ART TOLCHIN 

MUrray Hill 8-1000 • wmgm, New York • 711 srh avenue 
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Salt lake City 

CREAMERY 

takes4--year! 



xx For some fime now 
ARDEN MEADOW 
GOLD CREAMERIES, 

has sponsored s The 
Cisco Kid' and it has 
always done an excel- 
lent job for them," 
reports Ross Jurney & 
Associates. "Cisco won 
everybody — men, 
women and children 
— from the governor 
and his lady down to 
the littlest orphan. It 
would be impossible to 
estimate the amount of 
good Cisco is doing for 
us here in Utah." 

Ask to see more success stories of 

THE WORLDS GREATEST SALESMAN! 

"THE CISCO KID" 
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Agency ad libs continued 



well and more Bellevue than Y.M.C.A. As such it huilds little 
empathy. It may even he insulting. I refer to the Steig and Stein- 
hcrg school of drawing which finds its way onto our tv screens so 
often these days — perhaps hecause our tv artists are all thwarted 
impressionists. The symbol of manhood as depicted by these artists 
is used in many tv commercials today. He is supposed to be the 
protagonist in a commercial. He is supposed to represent ME sit- 
ting home and since I secretly think of myself (as do you) as the 
William Holden type, we as viewers get no rapport with the adver- 
tiser — or wc get mad — when we are depicted thusly. We consumers 
— we televiewers, instinctively resent advertisers and subconsciously 
reject their messages (as well as product) when we see the Gremlin 
School of Cartography. So if you're looking for empathy from 
millions be not Avant Garde! 

To recap — there are many reasons for using live commercials and 
film commercials. The proper choice depends on product, budget, 
show, type of copy. Secondly, I think there should be a great deal 
more creative effort expended on bringing news into tv commercials 
— especially for products that are already well established. Third, 
I think there is a lot of misuse of animation which can simply and 
straightforwardly be rectified. 

And finally , I want to say 1 think the creating of good television 
copy is the most difficult copy assignment your advertising agencies 
have ever had to tackle. Tv copy is tough to conceive. Tough to 
present. Tough to produce. Tough to pay for. However, it is well 
worth the effort for tv copy can do a miraculous sales job because 
no other form of advertising ever had so many pluses to work with. 
For this reason no other advertising form holds a candle to it! ^ 
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Chictf* 
Cincinnati 
Hnllyimd 



REBUTTAL FROM UPA 

From Jell-0 "Busy Day," which has helped revolutionize crea- 
tive thinking in television advertising to Harry and Bert Piel 
which has helped cement the proof of benefit from this revolution, 
animation has taken an indisputable position of prominence in the 
tv commercial medium. Public reaction proves it, longevity of 
animated commercials tv life prove it, the marked increase in the 
production of animated commercials proves it, and the rising sales 
figures for advertisers using animation proves it. References? 
Check sponsor's April '56 issue re sales figures for Piels Beer for 
January and February '56. Check the fact that Jell-0 sales sky- 
rocketed immediately after the release of the Steinberg inspired 
"Busy Day" scries. Check Kheingold since Magoo started selling 
for them. Check, too the lists of the most effective commercials 
on television as selected by the trade publications, and note the 
large percentage of animated spots. 

This is by no means an indictment of other forms of television 
advertising. On the contrary each commercial problem must find 
its own salvation. Some are best suited to live action, others to 
animation. But let's not close the door to any ideas by setting up 
hard and fast formulae that do not necessarily correspond to fact. 
Let us also remember that there is more than one kind of em- 
pathy. A housewife viewer feels as much empathy for her prob- 
lems as expressed in "Busy Day" as she will feel for a live-action 
counterpart selling not only one product, but several others at 
various times of the day with varying degrees of sincerity. 
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CAPITAL SCENES 



ou rarely run across such universal human agreement in the potpourri that is 
Washington today. You will find, however, that Washington's most successful advertisers 
are in accord over WTOP Radio. They know that WTOP gives them ( I ) the largest aver- 
age share of audience (2) the most quarter-hour wins (3) Washington's most popular per- 
sonalities and (4) ten times the power of any other radio station in the Washington area. 

WTOF> RADIO 

Operated by The Washington Post Broadcast Division 
Represented by CBS Radio Spot Sales 




AN taMil BUY 

IN WASHINGTON 



49th a 

Madiscl 




The MIDDLE of Washington State, a 
growing economy based on diversified 
agriculture* and metal industries. t 

* The Apple Capital of the World, plus 
1,000,000 new acres of irrigated 
farm lands. 

t Alcoa, Keokuk Electro, and other metal 
industries have selected Wenatchee 
plant sites due to low-cost hydropower 
from the Columbia River dam system. 
More are coming! 



The AA STATION 



That's AUDIENCE APPEAL: 

We program to our audi- 
ence, with SELECTED top 
network programs plus lo- 
cal color . . . music, news, 
farm shows, sports — the 
things people call about, 
write in for, and partici- 
pate in. 



5000 WATTS 
560 KILOCYCLES 



KPQ's 5000 W, 560 KC combination gets 
way out there, covering Central Washing- 
ton, parts of Oregon, Idaho, and Canada. 
We know because of our regular mail 
from those areas. Then too, we have no 
TV station here, we're separated from 
Seattle by the high Cascade mountains, 
and we're many miles from Spokane. 
YOU CAN'T COVER WASHINGTON 
WITHOUT GETTING IN THE MIDDLE, AND 
THAT'S KPQ Wenatchee, Wash. 



GUARANTEE 

TO OUTPULL all other 
North Central 
Washington media 

TWO to ONE 
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National Reps: Portland and Seattle Reps: 

FORjOE AND CO., INC. ART MOORE & ASSOCIATES 

One of the Big 6 Forjoe Represented Stations of Washington State 
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"Why not sell spot like billboards?" 

The article. "Why not sell spot like 
billboards'' certainly ties in with my 
own thinking on radio package buy- 
ing. I have discussed just such an 
idea with several radio representatives 
in the past. 

Mr. Tendrich places his finger on 
the hitch in this thinking by stating 
that some national clearing house of 
station operators would be necessary 
similar to the OAI or NOAB in order 
to assure fair distribution among all 
advertisers. 

I long for the dav when this idea 
can be put to work, and I would fur- 
ther like to see it expanded to the total 
group of radio stations in a market. 
The industry experts could come up 
with a formula stating that for 100% 
radio coverage of a given market in 
one week's time, the time buyer should 
buy "X* 5 number of spots on a R-O-S 
basis, and should utilize 5 stations in 
this 7-station market and the ratio of 
spots per station is 

This would have the additional ad- 
vantages of assuring that a portion of 
the budget goes to each worthy station 
in a market (based on ratings deliv- 
ered) (and rates) and would assure 
more national business for small inde- 
pendent stations that do have loyal 
audiences. It would also give the time- 
buyer a choice of using all good sta- 
tions, or concentrating on one station 
■ — depending upon how much satura- 
tion he desired and how quickly. 

I think it would have the additional 
advantage of greatly increasing the to- 
tal number of dollars allocated to a 
market for radio. Many buyers and 
clients are still under the impression 
that 40 announcements a week in any 
market is deep saturation, regardless 
of the number of stations in a market. 
My personal opinion is that to do a 
good one-week saturation job in a 9- 
station market, one should use up to 
200 or 300 spots on perhaps as many 
as five stations. A formula could be 
worked out showing the number nec- 
essary and once established it would 
he accepted bv all concerned just as 
toda^ we accept the outdoor plant op- 
erator's opinion that 108 hoards are 
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nrefssiin for a 100 *ln»wm{i. If out- 
door plant o|H*r»lors luul tin smli 
method of wlliir" based on factual 
studies main Inner* would Mill l>e 
ar-king for () or 7 "good" outdoor 
panels in a market proluihU kiting 
their reqiitwl on the number of main 
arteries eris>erossing I lie eit\. 

If such an iudu»ln-\v ide organi/a- 
tiiin eould lie established, it would 
sureU increase the total use of radio — 
to the benefit of all. Perhaps this is a 
good job for the new KAB to con- 
sider ! 

J. P. lUnerly, nVepre.su/en/, 
Botsford. Cnnstantine it - 
Gardner, Scuttle 



The Super Agency of the 1960's 

The second and concluding article on 
''The Super Agency*' (sponsok, 1 
December 1950 J by Alfred J. JafTe 
appears on page 13 of the March Ad- 
vertiser's Digest. From the comment 
on the first of these, reprinted in the 
February Advertiser's Digest. I would 
say that Mr. JafTe Jias stimulated some 
trade thinking on this subject. 

Thanks much for the permission to 
reprint. We are privileged when given 
the right to use article material from 
SI'O.NSOK. 

S. A. Waterman, Editor 

The Advertiser's Digest. Chicago 

A change of address 

To acquaint our customers with the 
new location of our New York sales of- 
fice (now 485 Lexington Avenue) we 
mailed this announcement card, de- 
signed by our staff artist, to agency 
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Card announces Triangle's change of address 

and advertiser executives. We thought 
you might like to have a copy as we 
have received many compliments on 
its design. 

The New York office, headed by Ed- 
ward Benedict. Director of National 
Sales Development, serv ices all of our 
radio and television properties in 
Philadelphia. Binghamton. Altoona. 
New Haven and Harrisburg, and 
works eloselv with Blair and Katz, our 
national representatives. 

John D. Seheuer. Jr., director of 
public relations and programing. 
Triangle Stations. Philadelphia 



NOW in Detroit 



• •• 




on 

CHANNEL 9 

7 Days 
a Week ! 



POPEYE has been the kiddies' favorite since 
way back when! We've teamed him up with 
Detroit's awn TOBY DAVID as Capt. Jally 
and have the greatest "sell-faring" team ever 
ta talk ta those important youngsters who 
influence a big part of mother's buying. Spat 
participation is available. 



CKLW-TV 

. GUARDIAN BLDG., DETROIT 26, MICH. 

» TELEVISION CORPORATION £ J. E. ( 



YOUNO TELEVISION CORPORATION 
National RtpnttanlQftv* 




J. E. CompMU 
Prawdani 



A/OtV EVEN MORE THAN EVER 

StaditcK^ ^HMt *£i4te*ted ta Station 
HOOPER RADIO AUDIENCE INDEX 

STOCKTON, CALIF. OCTOBER - DECEMBER 1956 



MONDAY THRU FRIDAY 
7i00 A.M. -12:00 NOON 


RADIO 
SETS 
IN USE 


C 


H 


KSTN 


A 


H 


0TK2R 
AK & FM 


SAKPL3 
SIZE 


l>+.0 


l>+.2 


8.1 


42.1 


11.6 


5A 


18.5 


10,163 


MONDAY THRU FRIDAY 
12:00 N00N-6-.0O P.M. 


RADIO 
SETS 
IN USE 


C 


p^J 


KSTN 


A 


M 


OTHER 
AM & FM 


SAJrPLE 
SIZE 


io. 3y 


^8.8 


6,h 


34.6 


7.0 


11.2 


21.3 


12,159 



K 
S 
T 




Fall 1956 Hooperatings again 
shows 4-year KSTN dominance 
of Stockton Radio Audience. 

*America's 92nd Market 



Represented by Hollingbery 
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First Hooper, 
Now Trendex! 



WQAM . . 

Station "A" 
Station "R" 
Station "C" 
Station "D" 
Station " E" 
Station "F" 
Station "(!" 
Station "II" 
Others . . . 

(Latest Irenilex) 

7 a .in. ■(> ii, m i) ii (In u Saturday 



34.1 % 

15.0% 

8.8% 

5.6% 
5.3%. 
4.6% 
3.5% 
3.5% 
10.8% 



Each month, each report adds proof upon proof of WQAM's rapid 
take-OA er of Miami listening. First it was Hooper — showing "WQAM 
way out front with 30.1% of the audience*. Xow the newest Trendex 
gives WQAM 35.4% share of audience in the morning, 33.1% in the 
afternoon — for an all-day average of 34.1% ! 

All this has been accomplished without so much as a single give-away 
and without a single content which required participants to be tuned in 
in order to win. 



Observing these developments, time- 
buyers, both on the scene, and out-of- 
town, are fishing in WQAM waters for 
sales — and landing them. Get your 
own line on Southern Florida from a 
I5LAITC man ... or WQAM General 
Manager JACK SAXDLER. 

*llimpi>r, ,f tin, Feb., 1057 — 7 a.in.-6 p.m., Mon. Fri. 



WQAM 

Serving all of Southern 
Florida with 5,000 watts 
on 560 kc. 

MIAMI 




TODD STORZ 

President 




WDGY WHB 

Minneapolis-St. Paul Kansas City 

Represented by John Blair & Co. 



KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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DON'T BE PRIME-TIME BLIND 

Spot radio's "golden hours'"' are being re-assayed as 
advertisers strike rich pay-dirt at off-beat times 



buyers went about tbeir business 
of placing spot radio campaign* this 
week, it was apparent tbat client fixa- 
tion on tbe few "golden hours"' of 
early-morning and early-evening still 
prevails. Meanwhile, sonic of tbe nio>t 
exeiting success stories of spot radio 
continue to be written by advertisers 
in the '*off-beat hours.'* 

Who is right? The advertiser who 
aims his single shaft at the gold of 
7 to 9 a.m. and 4 to 6 p.m. on week- 
days? Or the one who peppers the 
whole target with a pattern of scatter- 



shot that hit- all hour- and all days? 

Since both are coming off with prizes 
in the form of sales, it would be un- 
realistic to say that either is wrong. 
But evidence has piled up steadib that 
points to the shotgun pattern of clay- 
night saturation a.- the mott effective 
method. 

Ask almost any advertiser why he 
insists on 7 to 9 a.m. slotting and his 
answer is: (1) to reach the largest 
possible general audience at home, and 
(2) to bit tbe men driving to work. 

StatisticalK . no one can arsue with 



the reasoning. U <! a.m. about 30 r ? 
of all radio homes are tuned in. And 
during the pa-t hour, commuters ba\e 
been driving to plant- and offices. Hut 
to get into this time segment, adver- 
ser- are paying premiums in many 
ca-es. jamming up traffic sheet-, com- 
plicating spot business, ignoring good 
cost-per- 1 .000 buy* at other hours, 
missing millions of radio listeners who 
never tunc in early mornings, inviting 
station rate rai-es and often permitting 
competitors to score successes at le-s 
cost in the bargain hours thev scorn. 
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So you want to reach the peak auto traffic 
audience between 7 and 9 a.m.? But what about 
a market where most workers punch in at 7? 



Here are a few facts these advertisers 
might consider: 

A 1956 Nielsen surve\ on how the 
radio audience accumulates Mon- 
days through Fridays showed that 
about as many homes are reached in a 
week between 6 p.m. and 9 p.m. as are 
reached between 6 a.m. and 9 a.m. The 
total unduplicated number of homes 
using radio that accumulates Monday 
through Friday between 6 a.m. and 
9 a. m .is 28.3 million. Between 6 p.m. 
and 9 p.m. it is 27.6 million (see chart 
below) . 

The same survey showed how closely 
other three-hour day parts tread on the 
heels of the 6 a.m. to 9 a.m. block. 
Over five days, the number of undupli- 
cated homes using radio between 9 
a.m. and 12 noon reaches 27.9 million; 
from noon to 3 p.m. it hits 26.2 mil- 
lion; from 3 p.m. to 6 p.m., 25.1 mil- 



lion: between 9 p.m. and midnight 19.1 
million homes are tuned. 

If housewives are the target, about 
23% more can be reached at 2 p.m. 
than at 7 a.m. This is based on a 1956 
Pulse study in eight major markets. 
John Blair & Co. charted this data. 
(See "How wrong are you about radio 
tune-in?." sponsor 3 November 1956). 

And if the advertising message is 
slanted at the men, what has led to the 
belief that they are practically unat- 
tainable except between 7 and 9 a.m. 
or 4 to 6 p.m.? In many markets it is 
true hordes of men are on the highways 
listening to their auto radios during 
these hours. But in many other mar- 
kets, the starting and quitting hours of 
plants and offices are quite different. 

In Knoxville, for example, where 
many workers commute to Oak Ridge 
and the Alcoa plant at Maryville, be- 



tween 25,000 and 35,000 cars are on 
the roads at about 5 a.m. In San 
Diego, South Bend, Akron, and Syra- 
cuse — to mention a few — most factory 
workers have punched in and are on 
the job by 7 a.m. Most of these work- 
ers are therefore driving home between 

3 and 4 o'clock in the afternoon. 
More detailed traffic data will be 

covered later in this article. So will 
more specific information on listening 
at the national level and within certain 
markets. But the few facts that have 
been noted thus far point up one thing 
— that clients and buyers may profit 
by being less dogmatic about radio. 

At this stage, it is difficult to see how 
anyone in radio can be dogmatic. We 
have been fooled so often. Radio has 
exploded too many myths. Only about 
five years ago, it was left for dead. 
Last year, 8.332,007 receivers — not 
counting about five million sets in cars 
— were sold to make 1956 the biggest 
home and portable set sales year in 
radio's history. (Television set sales 
were less— 6.804.783.) The Radio Ad- 
vertising Bureau now reports a total of 
142 million radio sets in the U. S. 
distributed in 47.6 million homes and 
35 million autos. Today, 87.5% of all 
radio homes tune in during a typical 
week. Many network advertisers who 
abandoned ship in the early 50's when 
they believed radio was sinking, are 
coming back aboard. Spot radio ad- 
vertising soared last year to almost 
$150 million, the greatest volume in 
35 years and topping 1955 by nearly 
25% (see 4th quarter spot radio fig- 
ures, page 32). The fact is, radio 
never died — it was just that some peo- 
ple, in the field got to thinking it had. 

What's prime time? Another exam- 
ple of radio thinking that time has 
switched was the idea that prevailed 
for years to the effect that prime time 
was nighttime and nothing else. (Dur- 
ing these years when all the national 
accounts were crowding into after-dark 
hours, local merchants were using such 
unsought-after slots as 7 to 9 p.m. and 

4 to 6 p.m. with excellent results.) Now 
the pendulum has swung away from 
nighttime. The magic hours of early- 
morning and early-evening have been 
"discovered." A new fad is riding 
high. How long will it last? How long 
before the majority of advertisers dis- 
cover a new prime time — or better yet 
that people listen at any hour? 

A Nielsen March-April 1956 study 
showed that the estimated number of 
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How starting and quitting times can vary in markets 



It is estimated in the I .5. that of 
every 1.000 workers, 638 commute l>y 
auto. Thi» audience is the target of 
the spot radio advertiser who insists 
on 7 and 9 a.m. or \ to 6 p.m. Hut 
he can miss when industries within 
a market >tart, for example, at 7 a.m. 
Most workers will already he on the 
joh at the time his announcements 
run. This material hased on a study 
titled '"Why you should use after- 
noon radio" was prepared hy Radio 
Division of Edward Retry & Co. For 
more vagaries on starting and (put- 
ting times in markets see the text. 



FACTORY WORKERS 



OFFICE WORKERS 



MARKET 


Starting time 


Quitting time 


Starting time 


Quitting time 


1 lon»< ton 


7-8 a.m. 


4-5 p.m. 


7:45-8:45 a.n 


i. 4:30-5 p.m. 


Milwaukee 


7-7:30 a.m. 


3-3:30 p.m. 


8-8:30 a.m. 


4-4:30 p.m. 


San Diego 


7 a.m. 


3:30-4 p.m. 


8 a.m. 


5 p.m. 


Shreveport. La.* 


6 a.m. 


2-4:30 p.m. 


9 a.m. 


5:30 p.m. 


South Bend. lnd. 


7 a.m. 


3:20 p.m. 


Not available 


Richmond. Va. 


7-8 a.m. 


3:30-4:30 p.m 


8:30-9 a.m. 


5-5:30 pm. 


Minneapolis 


7-8 a.m. 


3:30-4:30 p.rr 


. 8-8:30 a.m. 


4:30-5:30 p.m 


•Oil company employees work 


S a.m. to 5 p m 









people in- and out-of-homes who listen 
during an average minute between 6 
a.m. and noon is 14.5 million; be- 
tween noon and 6 p.m. 13.9 million; 
between 6 p.m. and midnight, 11.8 
million. With a medium that delivers 
an average audience per minute of 13.4 
million between 6 a.m. and midnight 
(with time charges commensurate to 
the audience sizes), it is not difficult 
to understand why saturation at all 
hours is regarded as the most effective 
strategy. 

Last month, Sherril Taylor, RAB 
vice president and director of promo- 
tion, announced the results of a cumu- 
lative audience study conducted for 
RAB by A. C. Xielsen. The test con- 
sisted of the broadcast of 200 radio 
announcements per week divided be- 
tween three radio stations on an ap- 
proximately equal basis in three of the 
nation's most heavily saturated tv 
markets. All announcements were aired 
between 7:30 a.m. and 10:30 p.m.. 
Sundays through Saturdays. Conclu- 
sion: an advertiser using spot radio 
announcements on a saturation basis 
in a strong tv market is delivering his 
sales message to 74% of the homes 
almost 20 times in every four-week 



period. Prime time is all the time. 

The human factor: There is still an- 
other factor that should he considered 
by buyers who try to limit their slot- 
ting to 7 through 9 a.m. and 4 through 
6 p.m. — the human factor, or the re- 
ceptiveness of persons to their com- 
mercials. 

"Verv effective advertising mav still 
fall short of full effectiveness because 
it lacks a follow-up," says Albert Shep- 
ard, executive vice president of the 
Institute for Motivational Research and 
director of MRP Tv testing. MRP- 
Motivating Response Patterns — is the 
name given its new tv testing service 
by the Institute, and this along with 
studies involving radio advertising, 
have led to some conclusions regarding 

• ' "article I N "brief 

A Nielsen study shows as many radio 
homes can be reached in a week be- 
tween 6 p.m. and 9 p.m. as between 6 
a.m. and 9 a.m. Not all markets have 
the same auto traffic peaks. The wise 
advertiser saturates in all hours, doesn't 
limit buys to 7-9 a.m. or 4-6 p.m. 



daj time spot radio in other than 7 
to 9 a.m. hours. 

The Institute believes that even if 
the advertiser has managed to place 
several announcements within this 
earh -morning block, to make them 
really effective, he needs follow-ups 
during other hours. Such follow-up 
announcements. Shepard calls the "Ac- 
tion Trigger." They remind men and 
women of a product and l>ecome part 
of the activating response pattern be- 
tween commercial, consumer and prod- 
uct. 

"Further." savs Shepard. "with cer- 
tain product late-morning and earl\- 
afternoon announcements may be more 
effective." "This is true." sa^s Shep- 
ard. "when the product is a personal 
one — a deodorant, depilatory, etc. It 
is true of any product in which fear, 
repression or inhibition play a role. 
These products are u?ed by most men 
and women privately and their message 
should reach men and women when 
thev are listening alone rather than 
with family or friends. 

"There is a certain "listening eti- 
quette" which a group observes. It 
requires that they pay little attention 
i Please turn to page 82) 
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Promotion built this audience 
Pre-show rating 15. 0 

(for same time period) 

First report 22.7 

(September 1955) 

January 1956 30.8 

January 1957 35.8 



GAIN IN AUDIENCE 

(since show debut) 

SOURCE: A. C. Nielsen, total audience basis 



57.7% 



SHOULD Y 



l 



it worthwhile for the alternate- 
week national advertiser to spend 
heavily promoting a network tv show 
which he doesn t sponsor exclusively ? 
A lot of accounts face this decision as 
the swing in networking continues to- 
ward split and multiple sponsorship. 

One of the first to decide in favor of 
all-out show promotion is Johnson & 
Johnson of New Brunswick. X. J., 
which for the past year and a half has 
had alternate sponsorship of Robin 
Hood on CBS TV with the Wildroot 
Co. Johnson figured it didn t have an 
exclusive on the show itself, but it did 
have exclusivity in its merchandising 
and promotion of the show. Has it 
paid off? Handsomely, says Edward 
G. Gerbic, vice president in charge of 
advertising and merchandising. In his 
opinion, Johnson's intensive publicity 
and sales promotion drives — to the 
consumer and to the trade — have 
scored heavily for both the sponsor- 
ing companies. 

The kickoff for a steady flow of au- 
dience and sales development cam- 
paigns was analysis of the advertising 
problem. Johnson & Johnson was 
sponsoring an entire television show, 
rather than segments, for the first time 
since 1947. It was spending more 
raone) than it ever bad before. It was 
slotting an untried, unknown program 
— the half-hour Robin Hood film se- 
ries, newly imported from England. 
It was going into a time slot — 7:30 
p.m. on Monday night — which had no 
large, all-family viewing audience 
ready-made and waiting for the debut. 

The answer: pre-sell the unknown 
program to an unformed audience. 
The plan: pre-selling in terms of show- 
buildup — audience promotion — com- 
bined with a sustained promotional ef- 
fort with consumers and trade alike. 
The objective was equally succinct: 
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ItOMOTE A SHOW YOU SHARE? 



Johnson & Johnson, promoting "Hohin Hood,*' nets .">JU ( audience 
•rain; lahs sales as hi^h as >."i.(> million from one merchandising event 



bigger audiences, stronger audience 
identification with J\J * first aid ami 
l)al>) products, higher *ale*. 

Here's how Cerbies audience-build- 
ing theories Iia\e heroine realit). 

Before September 1055, when Robin 
Hood went on the air. the rating for 
that time period w a- 15. Robin Hood, 
after hea\ \ consumer exploitation, 
bagged a 22.7 in the first month. \. 
C. Nielsen total audience figures show 
a 30. 8 in January 1956. and a 35.8 
one \ear later. Since the first reported 
rating on the show, audience has in- 
creased 57.7 r < and the adventure 
program has never been out of the 
first 15 lineup among nighttime shows. 

Today. Robin Hood is the client's 
major effort rather than the only one. 
1 his $60,000 weekly show ( for gro** 
time charges only) is supplemented 
with three additional network televi- 
sion shows, all on CBS TV. The) are 



a quarter-hour each on the Carry 
Moore Show and Our Miss Brooks, on 
Friday* of the week when Wildroot 
sponsor*. Robin Hood, and *i\ Sunda\ 
telec*a*t» of the cartoon feature. Heckle 
and J critic All this helps add up to a 
S5 million annual t\ budget for the 
company's branded merchandise car- 
r\ ing the Johnson & John>on name. 
(The parent company and it* \arioiis 
subsidiaries manufacture some 1,200 
difierent products, among which the 
first aid and baby lines lead the J&J 
labeled items.) 

Carry Moore and Miss Brooks were 
picked up. explains \d Manager Ger- 
bic. in direct response to demand from 
the J&J product managers who weren't 
able to get their products included 
within the limited commercial time 
available in Robin Hood. And their 
demand was predicated on the succc** 
of the tv vehicle in gaining audience 



and moving merchandise. specifically 
the two lines advertised nio*t intensive- 
h, baby shampoo and B\M)-AI1) 
bandages. 

To accommodate the need* of hi* 
15 product managers, deride increased 
the number of network tv commercial 
minutes from 7<> on Robin Hood by 
160 on Moore and Brooks. Heckle and 
Jeckle, a special effort estimated to be 
costing some -5200.000 for the six- 
show contract, advertises only the new 
kid line of adhe-ive bandages, Stars 
and Strips. The two other da\time 
shows advertise a variety of the prod- 
uct lines, although B\M)-A11) band- 
ages and the bab\ *hampoo get the 
biggest commercial play. 

How did J&J build an audience fa*t 
— and keep it? And win do the prod- 
uct managers in Xew Brunswick, X. J., 
headquarters scrap for program allo- 
cation? Because of promotional and 



Robin Hood promotion pushes million $$ sales 



/ 



BEUIDRF 





Creating excitement among dealer*, jobber* and iis field 
men i* J&J * aim. vilh all trade merchandising and promolion 
angled for drama, vivacily. eye appeal. Handbill* from Sherwood 
Fore*l calch dealer*' fancy. Siore slaml* belp cinch sale*. Jingle 
conle*l and in-*lore display nelled $3.6 million in sale*. Trading 
card coniesi (or kid* sold $IA million worth of BAND-AID tape* 




(Jofimou* 

BABY 
SHAMPOO 




JOHNSON & JOHNSON continued 




Ad team for J&J's television (1. to r.), 
Edward G. Gerbic, v. p. advertising, merrh.; 
R. J. Shaw, dir., BAND-AID bandage div.; 
I. A. Quaekenboss, dir., baby products div. 

merchandising programs tied to the 
Robin Hood therne. Gerbic terms the 
over-all program an "explosive and 
dynamic ' one geared to two objec- 
tives: to build audience and to build 
excitement for J&J salesmen, the trade 
and the consuming public. 

Here are some examples of J&J mer- 
chandising "dynamite." 

Before the kickoff show in Septem- 
ber 1955, J&J and Wildroot took 67 
of the most-read tv editors in the U. S. 
to England and to Robin Hood's Sher- 
wood Forest for a full week of festivi- 
ties and on-the-spot story development. 
The dollar cost of the trip was $100,- 
000, but J&J spent only $18,000, says 
Gerbic, because cooperative deals plus 
co-payment by other companies in- 
volved lowered the investment. "Did 
the campaign pay for itself? In the 
first 90 days, we received newspaper 
publicity, alone, valued at more than 
$180,000. And the effectiveness of this 
is shown in the Nielsen ratings." 

J&J cooperated with Boy's Club of 
America groups in 25 major markets, 
with the youngsters donned in Robin 
Hood costumes parading at noontime 
on busy city streets to thank people 
for contributing to Community Chest 
and United Fund organizations. And 
an ad in Scholastic magazine, offering 
teachers a free map of Sherwood For- 
est, pulled 40.000 requests. 

In terms of trade promotion among 
wholesalers and retailers, J&J had even 
more specific results. After a trade 
barrage which included handbills 
mailed from Sherwood Forest, special- 
ly dyed Sherwood green BAND-AID 
bandages, 15-minute film showings of 
Robin Hood at fall meetings of drug 
wholesalers, grocery chain operators 
and rack jobbers, Johnson & Johnson 
was ready to move in for some heavy 
in-store selling. 

It offered retailers a floor stand 
filled with pre-priced merchandise — 
and moved 45,000 into stores within 
a month'.' It offered a premium — a 



Hobin Hood hat — to bolster sales of 
the babv shampoo. Four commercials 
in six weeks on the show coincided 
with placement of bins in stores. This 
was followed by a $100,000 jingle con- 
test cross-plugged on floor stands fea- 
turing best sellers in the first aid and 
babv lines. Retailers paid $45.07 for 
the unit, with the merchandise retail- 
ing for $73.62 — a retailer profit of 
$28.55. More than 400,000 contest re- 
turns came in. 80^£ from the point of 
sale, and retailers sold $3,681,000 
worth of merchandise. 

A trading card contest for kids, of- 
fering colored scenes of Robin Hood's 
life and a membership badge to the 
Robin Hood Band, resulted in the sale 
of three million packages of BAND- 
AID bandages at a retail value of more 
than $1.4 million. Gerbic's conclusion, 
after checking monthly sales figures 
on a variety of promotions, is that 
"building sales is closely tied to build- 
ing a strong and faithful audience." 

In the fall of '56. after the show had 
been aired a year, Robin Hood and 
Maid Marian — Richard Greene and 
Bernadette O'Farrell — toured the coun- 
try for personal appearances. Result- 
ing publicity is appraised by Gerbic at 
$191,000. yet J&J's out-of-pocket cost 
was $18,000. He says "the high rating 
of the fall "56 series, 40% above the 
55 season, points to the tour's success.'' 

J&J, with five-year options on the 
show, expects Robin Hood to continue 
its success indefinitely — and to keep 
this success building through merchan- 
dising and promotion. Some other ele- 
ments in the success: "We reach an 
all-family audience, which is what we 
want. We picked 7:30 because it cov- 
ers the time when kids are still in con- 
trol of the set, but parents are begin- 
ning to settle down to viewing — and 
both groups like Robin Hood. We 
wanted Monday night — a slot we've 
held ever since the show started — be- 
cause we think it s the one night of the 
week when most people are home inas- 
much as it follows an active weekend. 

"We have three types of audience: 
an all-family group for Robin Hood: 
housewives during the daytime for 
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Johnson & Johnson, for its first aid 
and baby products, concentrates on 
building show audience to increase 
sales even though it shares "Robin 
Hood" with Wildroot. Audience gain is 
58% in 16 months. Client spends $5 
million on net tv, three other shows. 



Moore and Brooks; kids for Heckle 
and Jeckle. This gives us the best pos- 
sible television situation for a national 
advertiser. It means we're very well 
fortified, as shown by our 50% share 
of audience across the board." 

And in 1957, the company's bal- 
anced advertising program (newspa- 
per, magazines and supplements as well 
as network tv) will "reach more mil- 
lions of people more effectively than 
we ever have before, ' Gerbic says. 

Advertising for the year is planned 
far in advance. Allocation of commer- 
cial minutes to different product 
groups is completed in November for 
the following year, with brand alloca- 
tion decided by the product directors. 
About 5% of the total number of year- 
ly minutes is left unallocated as a 
cushion for such emergencies as fast 
new product introduction. 

The commercial shuffling among 
product groups is under the specific 
jurisdiction of two executives: R. J. 
Shaw, director of the BAND-AID 
bandage division, who is coordinator 
on nighttime tv; and I. A. Quacken- 
boss, director of the baby products di- 
vision, who coordinates daytime tv. 
M. D. Schackner supervises publicity 
and promotion in cooperating with the 
ad agencies, Young & Rubicam (on 
first aid and baby items) and N. W. 
Ayer (on miscellaneous products). 

Johnson & Johnson has added new 
product lines, and variations on old 
ones, even faster than it s increased its 
tv effort. It is continually developing 
new lines, test marketing them and 
going into the launching with distri- 
bution and advertising. 

Among the newest items : a first aid 
cream, an all-purpose antiseptic cream 
good for "burns, bites and bumps," as 
Gerbic puts it; the baby shampoo, one 
of the biggest sellers ("No more 
tears") : Stars and Strips, a variation 
on the existing line of BAND-AID 
bandages with vari-colored adhesives 
irresistible to children. 

J&J's advertising formula is a basic 
one, says Gerbic. He has helped de- 
velop it in nine years as an advertis- 
ing and promotion specialist for the 
company, seven years as a product 
manager on a variety of lines and a 
stint as a field salesman. He says "We 
want every element to mesh together 
to form the whole. We want the prod- 
uct to fit the character of the program 
and to fit our character as an adver- 
tiser. When all three elements match, 
as we think they do. we re all in fine 
company! ' 
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Neanderthal man? Not today*? viewers, says GB&B, which made premium-spoofing commercial for Balstnn. fVr»onality i- l.ee Coodman 



DO YOUR COMMERCIALS HAVE 

MADISON AVENUE DROOP? 

Too maiiv make von vawn, contends Guild. Bascom & Honfinli's Dave Kascom. 
Chief sins, says San Francisco shop, are phony claims, imitation 



■ on can sell anything on tv from 
the Brooklyn Bridge to the Holhwood 
Freeway — once,'' drawls Dave Bascom. 
chairman of the hoard and creative 
head of San Francisco's Guild. Bas- 
com & Bonfigli. "But the trick's to 
have your tv commercials make friends 
for you. as well as customers." 

According to Bascom. tv show rat- 
ings may make a sponsor feel good, 
hut sales will make him feel hetter. 
And it's the commercial not the show 
that sells products. 

From this running start. Bascom 



and his colleagues in the §11.5 million 
\\ est Coast shop start hla.-tiug ?ome 
of today s best-known t\ commercials. 
David Bascom's target, not unlike that 
of his name-sake, is the Goliath of 
what he terms "inbred Madison Ave- 
nue copy approaches." 

Bascom himself likes the off- heat 
commercial, because it keeps him 
awake in front of his own tv set. '"It's 
pretty hard to .-ell a guy who "> Mior- 
ing. ' And. says he. "there's so much 
awful stuff on tv commercials today, 
it s a compliment to the medium and 



not to the bait that the fish keep on 
feeding." 

Now. a- Bascom puts it. there isn t 
a self-respecting guy in an\ t\ audi- 
ence who wouldn't rather play poker, 
bongo drum- or just plain "house.' 1 
than watch a boring commercial. 
\gainst these -imple American pas- 
times, commercial- admitted ly fare an 
uphill fight. 

To admen who want to keep their 
audience from "anti -ocial. unproduc- 
tive intermis-ion behavior. Bascom 
surest- ;-e\en area- in which t\ com- 
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COMMERCIAL DROOP continued 




Phony claims make them yawn, says GB&B. Acting as blase tv 
viewers (1. to r.) Charles Chri-tenberry, Jr.. head of GB&B's New York 
office, Dave Bascom. chairman of the board; Ernest Hodges, v. p. and 
acct. super, ignore l.ee Goodman representing the insistent announcer 
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Worship of client's product won't ring up sales, according to 
GB&B. Kidding commercial cliches (]. to r.) are Dick St. John, v.p. 
and Best Foods account supervisor, Ernest Hodges, v.p. on Ralston 
account, Dave Bascom, GB&B creative head and announcer Goodman 



mercials ran make the worst mistakes: 

1. Keep the viewer awake. '"This is 
a mansize job," says Bascom. "Take 
a high-priced, high-powered, well-cast 
t\ show . Interrupt it with a low -cost, 
low -entertainment, badly -cast tv com- 
mercial. Result: the yawning stage of 
a good night's sleep.'" 

All too often, he feels, the contrast 
between the show production and the 
commercial itself makes the commer- 
cial look sick. If the viewer is sophisti- 
cated enough to appreciate good show 
production he'll be all the more likely 
to resent a bad commercial. 

2. Dont talk down to the audience. 
"Even if it were true, we don't like to 
believe that the average viewer has 
the I.Q. of a 12-\ ear-old." says Ernest 
Hodges. GB&B v.p, and account super- 
visor for Ralston. "If other agency - 
men did believe it, the\ wouldn't be 
spending their clients' money on some 
of the fine programing that they're 
loading up with intelligence-insulting 
commercials."' 

Vudiences do respond to reason. Be- 
sides, according to CB&B. thev've de- 
\ eloped an ''advertising expectancy." 
In other words, they've learned to 
anticipate certain commercials on the 
basis of their pre\ ions view ing. And 
often, viewers will go out of their wa\ 
to avoid some commercials, while actu- 



all\ looking forward to others. Bascom 
cites the Alfred Hitchcock lead-in to 
Bristol-Myers' commercials and the 
Bert and Harry Piel series as outstand- 
ing commercials viewers go out of 
their way to see. 

3. Don't worship the client's prod- 
uct. People are quick to spot a phony, 
and viewers are people, says the CB&B 
crowd. Xot only are viewers today 
blase about hearing every product ex- 
tolled as "the biggest, the best, ' but. 
being American, they've usually got a 
peculiar affinity for the underdog. 

"A commercial can be far more ef- 
fects e. if it's disarming and a little 
modest." says Hodges. "If you want 
to seduce a girl, you've got to be 
friendly. So you don't tell her you re 
the greatest, vou tell her she's the 
greatest, and other stuff she wants to 
bear. ' 

That doesn't mean that everv com- 
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"First, keep him awake, then sell 
him," says Dave Bascom, CB&B crea- 
tive head, about tv viewer. His criti- 
cism of today's tv commercials warns 
against unbelievable product claims, 
imitative production techniques and 
boring repetition of same commercial. 



mercial has to kid the client's product, 
but it can refrain from making exces- 
sivelv exalted claims, savs GB&B. In 
fact, Hodges figures that an adage 
from his mother's day can apply to tv 
commercials today: "Be good. m\ 
dear, and let who will be clever. ' 

At the drop of a storyboard. how- 
ever. Bascom will disr into the agenev's 
own files for the type of "modest, dis- 
arming ' commercials that have sold 
products for such CB&B clients a« 
Regal Beer, Skippy Peanut Butter. 

"We advertise Regal as 'one of 
America's two great beers'," he told 
SPONSOR. "Well, we get batches of 
inquiries about the name of the other 
great beer. But the main thing is that 
the point sticks with people: Regal is 
accepted as one of the two greats." 

Skipp\ commercials are variations 
on the same theme. In one particular 
commercial, for example, the an- 
nouncer invites people to try Skippy. 
Of course, warns he, if a viewer does- 
n't like peanut butter, he might as 
well forget Skipp\ too. But if he does, 
he's likely to enjoy it. 

"\Ve'\e seen that this approach 
^ells.'" sa\s Hodges. "Ralston, for in- 
stance, had an 18 r '< sales increase for 
its cold cereals last year on top of its 
record-} ear. The firm did it with a 
100 r ? tv budset on a relativelv low- 
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"Simpering tv models," «*>**• IfciMom, 
"Look like these African death ma-k- aflcr 
a w hilt*. .No woman should jzrin all lhc lime. 
K\cn ntv wife ha* a lanlruni -nnieliuie*" 



rated show. But the ratio of viewers 
to sales was high." 

4. Frequent repetition of the same 
commercial will make viewers immune 
to your 7nessage. After all. reasons 
GB&B. )ou don't put on the same / 
Love Lucy sequence five weeks in a 
row. Savs Bascom. "You kill your 
commercials audience as fast if not 
faster with sameness. Yon have to 
avoid inflicting on the viewers the same 
commercial week after week. Even if 
it's a great one. the edge is off il the 
second time 'round, and it become* 
plain irritating the third time. ' 

The solution, says Bascoin. is to 
mix live and film when possible for 
variation and to simply shoot more 
film commercials. The result in terms 
of good w ill and sales will make up for 
the extra expense. 

'"Frequently the small commercials 
budget is wa\ out of proportion with 
extravagant show production costs. \ et 
the commercial is the salesman. "' 

Not that GB&B underrates the pro- 
gram as an important vehicle for the 
commercial. In fact. GB&B prefers to 
recommend network or spot program 
huvs rather than announcement sched- 
ule* alone whenever possible. 

'"Putting a commercial in a show 
gives the advertiser an advantage." 
sa\ s Hodges. "He has a chance to pre- 



-cll the \iev\er b\ putting him into a 
rccc|)ti\r mood. But neither program- 
ing nor commercial* lia\e to be high- 
priced c\er\ time to be successful. 

."). Imitation is always dull. It * u 
terrible mistake to imitate llie other 
fellow's technique or idea in \our 
own commercial*. *a_\ s Ba*coni. What 
worked for him. ma\ not work for 
\ou, and more important, the more 
su( ( e*sfull\ it worked for him. the 
more hi* products identified with it 
rather than \ ours. 

"W ith some enlightened exceptions. 
busine**men tend to want to do things 
as much the wa\ competitors do as pos- 
sible. mainK out of a lack of courage. 
*a\s Dave Bascom. "Bui in advertis- 
ing, as in all salesmanship, it's im- 
portant to break with tradition and In 
the new . That's the ageuev s job." 

GB&B executives sa\ thevve got a 
geographic advantage over other agen- 
cies bv v irtue of being in San Fran- 
cisco. 

"It just gets me. the wav all the 
agencies in New York are sort of 
jammed into some 20 or 30 blocks, 
says Bascom. ''It's no wonder so main 
commercials are alike — how can you 
think a thought of )our own when 
you're facing each other day in and 
day out like these Madison Avenue 
ho\ s do?" 

6. Don't jar the viewer out of the 
shoiv just ichen he's really hooked. 
This sin is clearly one of bad "fusion 
between program and commercial, savs 
Bascom. and it's perpetrated on the 
old Hollywood "cliff-hanger theory." 

"The only trouble with that theon 
i* that certain types of shows simpb 
don't put viewers in the mood for the 
commercial." Bascom adds. '"The 
worst thing a commercial can do is 
to irritate or alienate viewers by jar- 
ring them out of a mood. Now sus- 
pense shows are difficult to interrupt 
with the commercial, but it can he 
done well. The Bristol-Mv ers com- 
mercials on the Hitchcock show are 
one example of very good fu*ion. 

However. GB&B likes to choose pro- 
graming that will create not *o much 
excitement, as an agreeable and pleas- 
ant mood for the viewers. 

"A salesman doesn't walk into a 
guv's office and tr\ to sell him right 
after his dog's been run ov er, -av * 
Hodges. "Well, a tv -how. we feel, is 
the prelude to selling, so it too should 
please, not shock. We're after sale*, 
not ratings. The networks mav be 
pushing for ratings, but clients find 



Off-beat copy, Gondman"* nmpging helped 
boo-l Ral-Irm"* -ale- 18T with lOO^r K budget 



that \HB, I reml>»v <»r Vieben don't 
pa\ ncarlv a* well a* hi* customer*. 

I hi* doc* not mean that the *i/e 
nf the am lie nee reached ran or *hould 
be ignored b\ am mean-. It * ju*t 
that it * a* iiupoilant lo put the audi- 
ence into the proper mood and frame 
of mind for tin- commercial with the 
program vehicle, a* it i* to reach tho 
people in the ln*t place. 

7. Audicnt c is offended hr dull east- 
ing, bad /traduction. Manv a fine com- 
mercial has been watered down through 
bad casting. 

''One phonv patent medicine -ale*- 
man is bad. but 10 an* ju*t intoler- 
able." sa\* Bascom. "So main com- 
mercial* are ruined through -tcrco- 
t\ ped casting and uninuigiiiativ e pro- 
duction. Male \iewer*. too. get tired 
of the vast number of *impering. tooth* 
women in a constant state of ee*ta*v 
o\er some beautv. health or food prod- 
uct or other. But for the housewife, 
whom the sponsor* Irving to *ell. 
there's c\ en less appeal in these remote- 
seeming scrawm females she cant 
identifv with." 

Tot) manv commercials work on the 
theorv that viewers can't face them- 
selves as the* really look and prefer 
to see a continuous onslaught of ideal- 
ized, glamorized tv salesmen grinning 
at them. GB&B creative men feel that 
this approach toward casting has be- 
come so overworked, that viewer* 
would feel intrigued and refreshed to 
see some more down-to-earth tv. 

"And thev don't have to grin all 
the time." drawled Bascoin. "Even mv 
wife doesn't grin all the time when 
she's trying: to get me to do some- 



thii 



just i*n I natural 




SPOT RADIO BOOMS TO RECORD 

$46 MILLION IN 4TH QUARTER 



SKA reports spot spending in 4th quarter went up 38.5% for 1956 

total of $149.9 million. Food, tobacco, cars are biggest spenders 



i^pot radio advertisers set a spending 
record for the fourth quarter of last 
)ear. adding $46.4 million to make the 
\ early total $149.9 million. The big- 
gest chunks of total spot revenue still 
come from two fast-turnover, packaged 
goods groups — food and grocer) 
items, and tobacco products and sup- 
plies. 

These new quarterly figures — cover- 
ing October. November and December 
spot billing projected to the nation s 
radio stations — are released by the 
Station Representatives Association as 
an estimate of product-t\pe activity. 
This is the second such quarterly re- 
port on the t\ pes of advertisers buying 
spot (see "Spot radio spending by 
products.'' spo:\sor. 26 January 1957), 
although SKA for the pa>t \ear has 
released monthly totals on spot spend- 
ing. 

Both of these industry reports on 
spot radio are new ventures and ones 
for which the entire advertising in- 
dustry has long clamored. The clamor 
is louder for achievement of the next 
logical step: publication of advertiser 
spending b\ individual company and 
by brand. With the accomplishment of 



these first two major objectives, SRA 
and others in the industry are seeking 
a workable formula for publication of 
compam -h\ -company figures. 

Such an advertiser breakdown would 
supplement present product category 
data. For example, advertisers and 
agencies now know that automotive* 
spent $4 million on spot radio during 
the final quarter of last \ ear. What 
the\ want to know — and what the ra- 
dio industry would like to be able to 
give them — is la) how much General 
Motors spent and lb I what each of 
its automobile divisions spent. 

This is the type of information now 
provided b\ the Television Bureau of 
Advertising. TvB reports quarterly 
dollar figures for spot television, with 
an analysis of the amounts spent by 
the top 200 national ;-pot advertisers. 
It is now preparing an annual report 
with 1956 figures which will include 
a brand-by-brand breakdown of the 
advertiser's spot tv investment. 

SKA. as it launches a new year of 
spot radio reports, plans to discontinue 
its monthly billing totals and to incor- 
porate these and the product group 
spending totals into a quarter!} report. 

ill!' 



The first of these, according to SRA 
Managing Director Larry Webb, will 
be released in mid-April. 

The current report from Price, 
Waterhouse and Co., the New York 
accounting firm retained by SRA, is 
reproduced in the chart on the opposite 
page. Fourth-quarter spot radio spend- 
ing has been translated by SPONSOR 
into dollars from the percent of total 
dollar investment released b\ SRA. 
These figures are contrasted with third- 
quarter spot radio spending and with 
four-quarter spot tv spending, all in 
terms of product category investment. 

The same product groups led the 
radio spending lists during both the 
third and fourth quarters. They are, 
in this order: food and grocery prod- 
ucts; tobacco products and supplies: 
automotive; drug products; ale. beer 
and wine. Together, these groups con- 
tributed 57.1 cents of even spot radio 
dollar. 

Although fourth-quarter billing was 
up in almost e\ ery category, some 
gains stand out because of seasonal 
influences. Food went from 85. 8 mil- 
lion to $7.9 million, reflecting extra 
home entertainment during the Thanks- 
giving and Christmas holiday periods. 
Automotive gained more than $1 mil- 
lion, moving from $2.9 million to 
$4 million with the introduction of 
new car models last fall. 

Transportation and travel, on the 
other hand, dropped from $974,000 
to $696,000, with the closing of the 
third-quarter vacation season a factor. 
Tobacco products dropped from $4.9 
million to $4.1 million. 

There's greater disparity among 
group:- in the tv lineup. Food con- 
tributes b\ far the lion's share, some 
$28.9 million, much more than the 
next biggest spending categories — drug 
items, $9.5 million, and ale. beer and 
wine. $8.4 million. ^ 



Highlights of spot radio in 1956 

Total billings $149,921,000 

'56 was 24.5 /J ahead of "55. which hit $120.4 million 

Biggest quarter $ 46,442,000 

4th quarter was highest in a year that started out slow 

Biggest spenders Food, tobacco, cars, drugs 

Top 5 product categories spent 57.1 cents of each $1 

Problem "Prime-time" fixation 

Four hours are considered magic I see page 23) 



32 



SPONSOR • 16 MARCH 1957 



4th quarter 1956 spot radio and tv spending by product category 



PRODUCT CATECORIES 


SPOT 


RADIO 


SPOT TV 


Listed in order of rank 


Third qua/trr 
Dollar figure 


«b of tot.ll 


Fourth quarter 
Dollar Dguro* 


% of totjl 


Fourth quartrr 
Dollar figure 


I. 


Food, grocer) products 


f .),r! 1 


1 


•>/,94 1 ,000 


"IT 1 

17.1 


*28.998,O0O 


2. 


Tobacco products, supplies 


i.vUf>,y I \ 


1 4.6 


4,1 79,000 


9.0 


8.115.000 


3. 


Automoth e 


J,"" 1 ,JU 1 


O 1 1 


4,040,000 


Q 1 

a./ 


4,219,000 


4. 


Drug products 


l.WMi, i f) > 


o t 

n..> 


3, BOB, 000 


O.J. 


9.537,000 


.5. 


Alt'. Iiccr. w hit* 


1. <)Z I ,.)0J 


*? Q 

/ .n 


O COO f\f\f\ 

o,DZ9,000 


7 A 
/ .O 


8.412,000 


6. 


Tv , radio, phonograph, musical 














instruments 






3 904 000 


6.9 


aw.ooo 


i . 


Gasoline, lubricants 


1 Mill 'TOO 


*t Q 
.},0 


1 70 ^ AAA 

/Bo, 000 


O. \J 


1.793,000 


a. 


Cosmetics, toiletries 


1.81 1.886 




.1 / 1 AAA 

Z,4o 1 ,000 


J. o 


8.307.000 


9. 


Miscellaneous* 


1 .61 "5.232 


1 ft 


O liQ AAA 


<J . 1 


1.218.000 


10. 


Agriculture 


1,277.1 12 


3 ft 


1 Ol I AAA 

1 ,o 1 1 ,uuu 


"3 9 


310.000 


n. 


Consumer serv ices 


1,0 H. 879 


•J. 1 


1 A Q £. AAA 

1 ,4BO,000 


J . z 


3.973.000 


12. 


Household cleaner*, soaps, polishes. 














waxes 


1.0 H, 879 


3.1 


1,346,000 


2.9 


2.391.000 


13. 


Confections, >oft drinks 


907,193 


2.7 


1,300,000 




6,931.000 


14. 


Religious 


501.135 


1.5 


743,000 


1.6 




l.i. 


Transportation, travel 


974.661 


2.9 


696,000 


1.5 


761,000 


16. 


Publication* 


403,308 


1.2 


603,000 


1.3 


135,000 


17. 


Household laundrv products 


403.308 


1.2 


557,000 


1.2 


3,013,000 


18. 


Household general 


369.699 


1.1 


464 000 


1.0 


497,000 


19. 


Dental products, toothpaste, etc. 


302,481 


.9 


417,000 


.9 


1.765.000 


20. 


Household appliances 


268.872 


.8 


417,000 


.9 


2.354.000 


21. 


Amusements, entertainment 


235.263 


_7 


325 000 


.7 


90,000 


22. 


Building material, fixtures, paints 


201,654 


.6 


278 000 


6 


651.000 


23. 


r inance and insurance . . 


168,0 15 


•0 


278 000 


A 




24. 


Pet products 


201.65 4 


.6 


230,000 


.5 


1,649,000 


25. 


Clothing, accessories 


134,436 


_ j 


1 85 000 


4 


2,813.000 


26. 


Dairy, margarine products 


168.045 




1 85 000 


,4 




27. 


Political 






185,000 


.4 




28. 


Garden supplies 


100.827 


.3 


139,000 


.3 


5 4.000 


29. 


Hotels, resorts, restaurants 


67.218 


9 


139,000 


.3 


70.000 


30. 


Household paper products 


100.827 


.3 


139,000 


.3 


1.703.000 


31. 


Household furnishings 


67.218 


.2 


93,000 


.2 


1,182.000 


32. 


Notions 


33.609 


.1 


46,000 


.1 


1 16.000 


33. 


Watches, jewelry, cameras 


67.218 


2 
'is. 


46,000 




1.613.000 


Illlllllll 


TOTAL 


S33.609.000 


$46,442,000 


1 


$107,812,000** 



MBV^maaHaHaVaHMMM^ ■ 
• Figures are rounded, hence do not add up to total. *• Total Includes unlisted categories' sporting goods, stationery and office equipment. 
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LATE, GREAT NEWS ABOUT THE FARMER'S DAUGHTER 



Out in the country — in rich and ready Hometown and Rural America you'll 
find a new kind of traveling salesman and believe us, friends, a spectacularly 
new kind of farmer's daughter. She was always pretty, wholesome and versatile. 
Now in case you haven't seen one lately, she's prettier than ever (thanks to the 
many nationally advertised cosmetics which she learns about on her local 
KBS station). She's better fed and as smartly gowned as any career girl 
you'll see on 5th Avenue in New York or Michigan Avenue in Chicago. 

In the Keystone markets the farmer's daughter is just part of the more 
than 90 MILLION Keystone listeners who are intensely loyal to the 
925 Keystone Affiliated LOCAL radio stations. 

The story of the farmer's daughter is one which we at Keystone have 
brought right smack up to date — with facts and figures and sales potentials for 
your products that you ought to know about. We'll be happy to tailor a network 
to fit your specific sales and marketing problem. No obligation to you 
and a very definite pleasure for us. 

Write us or telephone us! 




Send for our new station list 

CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 

111 W. Washington 527 Madison Ave. 3142 Witshire Blvd. 57 Post St. 

Sta 2-8900 ELdorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 



• TAKE YOUR CHOICE. A handful of stations or the network ... a minute or a full hour— it's 
up to you. your needs. 

• MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some "spot" costs. 

• ONE ORDER DOES THE JOB. AM bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you. 



BROAOCASTING SYSTEM, inc. 
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Tv programing and costs 

COM PARAGRAPH 



lie fifth of >i'0.\son's new L'i>ni[Kirajini|)li section* contains 
a new feature: a breakdown of .-ponsored t\ network shows 1>\ 
major indii.-tt) eatejrorie> and ad\erti-er>. 1 he list includes 
brands sponsored on each show plus the sJfiou rating. In 
addition, the spot t\ section contains the latent information on 
dollar spending h\ t\pe of hit) and time of da). The spot tv 
section also compares t\ \ iewing b\ time /ones, da\ and 
night, and gives data on late night \ iew in<r through the 
week In time /ones. The Comparagraph also contains the 
regular network tv program schedule for the next four 
weeks plus authoritative data on program costs. '1 he next 
Comparagraph will appear in the 13 \pril i»~ue of sponsor. 



1 

2 



4 

5 



I'rogmni profile proi itfes to\t, 
sponsored hours i/iitu . . . 5CC below 

Index of iielnorL ti \pimsors 
lias slioit rut infix . , . pogc 36 

Coniparaprupli pil es day -In -tins 
chart of (ill net stimis . . . pogc 40 

Alphabetical index of all shons 
includes cost data . . . pogc 42 

Spot ti basics cover rietiinp 
by time zones . . . page 48 



1. NETWORK PROGRAM PROFILE 

AVERAGE COST OF PROGRAMING BY TYPES 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Hour drama 
$59,000 12 


Half-hour drama 
$35,062 16 


Situation coined) 
$36,938 16 


Hour coined) -\ ariet\ 
$65,555 9 


Halfdiour comed\ -\ ar. 
$39,607 7 


Halfdiour adventure 
$30,155 16 


Qui/ 

$26,801 15 


Da) time ~erial~ 
$10,429* 7 



Vr week of five quarw-r h ur slums ; other programs are nrtee- weekly 3X\ { \ are all n will rn" 



NUMBER OF SPONSORED HOURS: LIVE AND FILM* 



Daytime 



Nighttime 



Network 


Sponsored 
hours 


% live 


°o film 


ABC 


1 1.75 


8.5 


91.5 


CBS 


32.80 


92.4 


7.6 


NBC 


19.52 


75.7 


24.3 



Network 


Sponsored 
hours 


°o live 


°o film 


ABC 


21.75 


47.1 


52.9 


CBS 


27.75 


53.2 


46.8 


NBC 


22.92 


62.9 


37.1 



•Fin week ■>( lo-lii March 
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2. SPONSOR INDEX BY INDUSTRIES 



Designed to aid advertisers in making quick comparisons 
between their show ratings and those of competitors, this 
new Comparagraph feature, starting below, also provides a 
convenient index of programing by major industry cate- 
gories on network tv. The data is based on material sup- 
plied by Broadcast Advertisers Reports, monitored off-thc- 



air by tape recording, plus national tv Pulse ratings. 
Because of its length, the list will be published in two parts. 
The next Comparagraph will include data on food and 
grocery products, household cleansers and polishes, appli- 
ances, laundry products, among others. Footnotes below 
give further data on this list of advertisers and brands. 



Auto Accessories 

General Motors 

Wide Wide World; .NBC; Su-D; \ C auto equipment, Dtdeo batteries, 



Saginaw power -teering 13.2 
Gulf Oil 

Life of Riley; NBC; F-N; gas and motor oil 22.8 
B. F. Goodrich 

Bums & Allen: CBS; M-N; tires _.. 28.1 

Cars and Trucks 

American Motors 

Disneyland; ABC; W-N; Rambler 30.2 

Chrysler 

Ray Anthony; ABC; F-N; Dodge, Plymouth. 7.2 

Climax; CBS; Th-N: all automobiles, Plymouth.. 28.9 

Lawrence Welk; ABC; Sa-N; Dodge, Plymouth.. 23.7 

You Bet Your Life; NBC; Th-N; DeSoto 31.3 

Ford Motor 

The Brothers; CBS: Tu-N; Ford . 19.1 

Ford Theatre; ABC: W-N; Ford... 11.9 

Zane Grey; CBS; F-N; Ford 20.4 

Ed Sullivan; CBS; Su-N; Lincoln, Mercury 44.8 

Tennessee Ernie; NBC; Th-N; Ford... 5.4 

General Motors 

Crossroads; ABC; F-N; Chevrolet. . ... ... 12.9 

Garry Moore; CBS; W-D; Chevrolet 8.2 

Dinah Shore; NBC; Th-N; Chevrolet. 10.8 

Wide Wide World; NBC; Su-D; all GM automobiles. 12.2 

Studebaker-Packard 

NBC News; M-N; Studebaker . . 10.2 

Confections and Soft Drinks 

American Chicle 

Jim Bowie; ABC; F-N; Clorets, Dentyne. 20.3 

Ozark Jubilee; ABC; Sa-N; Clorets, Dentyne 8.1 

Borden Co. 

Fury; NBC; Sa-D; ice eream 8.9 

Peoples Choice: NBC; Th-N T ; ice cream . 20.3 

Coca Cola Go. 

Eddie Fisher; NBC; W, F-N; soft drink 7.8 

Mickey Mouse Club: ABC: M-D ; soft drink ._. 18.6 

Nestle Co. 

Lone Ranger; CBS; Sa-D; chocolate bars 10.7 

Planters Nut & Chocolate Co. 

Eddie Fisher; NBC; W-N; peanuts 7.8 



Data above and on pape 3* are based on Broadcast Advertisers Reports for the week endlnfr 
January 11. More detailed data, such as length and placement of commercials, can be found 
!n BAR reports themselves. Not Included bere are buys In participation shows, sucb as 
NBC's "Today." Ratines are based on l'ulse material (or the week ending 8 January. AH 



Sweets Go. of America 

Cowboy Theatre; NBC; Sa-D; Tootsie Roll candies ._. _ 6.0 

Heckle & Jeckle; CBS; Su-D; Tootsie Roll candies _ . 7.7 

Howdy Doody NBC; Sa-D; Tootsie Roll candies . 8.8 

Modern Romances; NBC; M,Tu-D; Tootsie Roll candies... 8.3 

Texas Rangers; CBS; Sa-D; Tootsie Roll candies 11.2 

i Tie Tae Dough NBC; Tu-D; Tootsie Roll candies — 4.9 

Cosmetics and Toiletries 

Aherto-Culver Co. of Hollywood 

| It Could Be You; NBC; M,Tu-D; Rinse Away, YO-5 hair preparations 3.9 
1 Modern Romances; NBC; M,Tu-D; Rinse Away, YO-5 hair preparations 8.3 

American Home Products 

| Douglas Edwards; CBS; M.W.Th N ; Aero.have 8.6 

[ Love of Life; CBS; Tu-D; Neet depilatory .... 9.1 

Secret Storm; CBS; M-D; Neet depilatory. .. .. . 5.3 

Armour & Co. 

| George Gobel; NBC; Sa-N; Dial soap 23.7 
Danny Thomas; ABC; M-N; Dial shampoo, Dial soap 16.9 

Bristol-Myers Co. 

r Arthur Godfrey Show; CBS; M.W-D; Ban.. 9.8 

: Alfred Hitchcoek; CBS; Su-N; Vitalis 31.3 

1 NBA Basketball: NBC; Sa-D; Vitalis 6.8 

Playhouse 90; CBS; Th-N; Ban, Trusliay ... 29.0 

Carter Products 

Nat King Cole; NBC; M-N; Arrid, Rise 10.0 

Chesehrough-Pond's 

Jim Bowie; ABC; F-N; Vaseline hair tonic..- 20.3 
Conflict; ABC; Tu-N; Angel Skin powder, eold cream, dry skin eream 

Colgate-Palmolive Co. 

- Big Payoff; CBS; W,F-D; Halo, Palmolive soap. .._ 7.9 

Bob Cummings: CBS; Th-N; Halo, Palmolive soap 18.9 

- Millionaire; CBS; W-N; Palmolive shave products 21.9 

Mr. Adams & Eve; CBS; F-N; Lustre Creme, Lustre Net — 20.3 

| Strike It Rich; CBS; M,Tu,W,F-D; Cashmere Bouquet soap, Lustre 

1 Creme, Lustre Net — 8.3 

Consolidated Cosmetics 
1 $250,000 Bank; NBC; Tu-N; Lanolin Plus products 10.8 

Gillette Co. 

Cavalcade of Sports; NBC; F-N; Foamy Shave, razors & blades . 16.9 
Hazel Bishop 

Beat the Clock; CBS; Sa-N; Complexion Glow, lipstick, nail polish, 

Lltramatic lipstick ca~e 14.9 

Your'e On Your Own; CBS; Sa-N; Complexion Glow, lipstick, nail 

polish. Ultramatie lipstick case .. 6.2 

Helene Curtis Industries 

What's My Line; CBS: Su-N: Enden shampoo. 30.2 

Andrew Jergens Co. 
Steve Allen: NBC: lotion & cleanser, Woodbury soap. 17.2 

ratines are averages for the week, e ss., ratings for segmented shows do not necessarily show the 
audience for the actual secment sponsored by the client. All time purchased by advertisers fel- 
lows name of network: "X" means nlfrbt, "D" means day, days of week are abbreviated. For 
exact time of show, see Cotnparacriph Itself. 
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Lever Bros. Co. 

] ux Theatre; NBC; Th-N ; Lux soap 19.8 
Menneii Co. 

lioxing; ARC; W-N; \fla shave lotion, shave creams, skin bracer. 

sprav deodorant ... 31.0 

Queen For A Day; MiC; W-D; Skin Magic .11.5 

Procter Gambit- 
Edge of Night; CBS; W-D; Camay Soap. 5.5 
Guiding Light; CBS; M,Tu,W,F-D; Ivory soap.. 8.2 
Hey Jeannie; CBS: Sa-N: Drene shampoo 19.2 
I Love Lucy; CBS: M-N: Lilt home permanent . 37.3 
This Is Your Life; NBC; W-N; Prell shampoo, Lilt home permanent 22.1 

Jane Wymaii; MiC; TU-N; Ivory soap . 25.8 

Loretta Young:; .NBC; Su-N: Camay soap 20.8 

Kevlon Products 

$61,000 Challenge; CBS; Su-N; Clean & Clear 27.2 

$6 1,000 Question: CBS: Tn-N; Love Pat, Satin Set. Silicare 32.0 

Hon-on Corp. 

Playhouse 90; CBS: Th-N ; Electric shavers 29.0 
Sales Builders 

Noah's Ark; NBC; T«-N; Max Factor Creme PufT 16.1 
Schick 

Dragnet; NBC; Th-N; electric shavers .. ... ... 23.6 

Robert Montgomery; NBC; M-N ; electric -havers .. 23.7 

Sperry Hand 

Gunsmoke; CliS; Sa-N: Remington electric shavers 22.8 
Sterling Drug; 

The \ise; AliC: F-N; Molle -have cream 9.8 

Toni Co, 

Iilondie: NBC; F-N: Deep Magic cleanser.. 20.2 
Cavalcade of Sports; NBC; F-N; Paper-Mate pens 

People Are Funny: NBC: Sa-N; Deep -Magic cleanser 20.8 

Queen For A Day; NBC; M-D; Tonette children's & Toni home 

permanent- _ I 1 .5 

Talent Scouts: CBS: .M-N: Deep Magic, Pamper. Toni home perma- 

nents 

Tie Tac Dough: NBC; M-D; Paper- xMate pens. Tip Toni, Tonette 

children's & Toni home permanents . . ... . . .. 4.9 

^ on Bet Your Life; NBC; Th-N; Deep Magic, White Rain, Prom home 

permanent ... _ 31.3 

Warner-Lambert Pharmaceutical Co. 

Hit Parade: NBC: Sa-N; Hndniit Quick home permanent 25.2 

Wiltlrool Co. 

Robin Hood; CBs; M-N; Wiltlroot cream oil ... 22.9 

J. 1$. Williams Co. 

Phil Silvers: CBS; Tu-N; Lectric Shave 28.1 

Dental Products 

American Home Products 

Love of Life; CBS: M-D; Kolynos toothpaste. 9.1 

Secret Storm; CBS; W-D ; Kolynos toothpaste 5.3 

Bristol-Myers Co. 

\rthur Godfrey Show: CBS; M.W-D: Ipana toothpaste 9.8 

Mfred Hitchcock; CBS; Su-N: Ipana toothpaste 31.3 

Mickey Mouse Club; ABC; W,Th,F-D; Ipana toothpaste 18.6 

Colgate-Palmolive Co. 

Big Payoff; CBS; M,W,FD; Colgate dental cream 7.9 

Mighty Mouse; CBS; Sa-D; Colgate dental cream 13.6 

Millionaire; CBS; W-N; Colgate dental cream . ... 21.9 

My Friend Flieka: CBS: F-N: Colgate dental cream 14.7 

Strike It Rich: CBS: Tu.Th-D: Colgate dental cream 8.3 

Procter «X' Gamble Co. 

Brighter Day: CBS: M.W.Th.F-D: Gleem toothpaste 5.5 

Wyatt F.arp; ABC: T-N : Gleem toothpaste 24.1 

I ley ] canine: CliS: Sa-N: Cre-t toothpaste 19.2 



3H 



Queen For A Day; NBC; Tu,Th-D; Gleem toothpasie 11.5 

Search For Tomorrow; CBS; M,Tu-D; Gleem toothpa-te 9.1 

This I- Your Life; NBC; W-N; Crest toothpaste ... 22.1 

Loretta Young; NBC; Sn-N ; Gleem toothpaste... 20.8. 

Sterling Drug 

Modern Romances; NBC; W D; Dr. Lyons tooth powder 8.3 

Drug Products 

American Chicle Co. 

Jim Bowie; ABC; F-N; Rolaids 20.3 

Ozark Jubilee; ABC; Sa-N; Rolaids 8.1 

American Home Products 

Douglas Edwards; CBS: M,W,Th-N; Anacin, Bisodol, Ileet. Infra Rub, 

Kriptin . _. . . ... 8.6 

It Could Be You: MiC; M-D; Anacin. ..... 3.9 

Love of Life; CBS; M thru F-D; Anacin, Bi-odol, Heet, Infra Rub, 

Outgro ... . ... ._ 9.H 

Name That Tune; CBS; Tu-N ; Anacin .. 17.7 

Queen For A Day: NBC; M-D; Infra Rub . 11.5 
Secret Storm: CBS; M thru F: Anacin. Heet. Hills cold tablets. Infra 

Rub . . .. 5.3 1 

Bristol-Myers Co. 

Arthur Godfrey Show; CBS; M,W-D; Bufferin 9.8 

ABred Hitchcock; CBS; Su-N; Bufferin _ 31.3 

NBA Basketball; NBC; Sa-D; Bufferin. 7.6 

Playhouse 90; CBS; Th-N; Bufferin 29.0 

Johnson and Johnson 

Robin Hood; CBS; M-N: Band-Aids 22.9 

Garry Moore; CBS; F-D: baby products, surgical dressings 8.3 

Our Miss Brooks: CBS; F-D; baby products, Band-Aids 6.5 

Lewis-Howe Co. 

Jonathan Winters; NBC: Tu-N; Tunis 7.8 

Mentholatum Co. 

Bob Crosby; CBS; M-D; chest rubs 7.4 

Tic Tac Dough; NBC; Tu.F-D: chest rubs.. 4.9 

Miles Laboratories 

Broken Arrow; ABC; Tu-N: Alka Seltzer, One-A-Day vitamin- 18.7 

.Mickey Mouse Club; ABC; M-D; Bactine, One-A-Day vitamins 18.6 

NBC News; W,F-N; Alka Seltzer, One-A-Day vitamins 10.2 

Queen For A Day; NBC; Th-D: Alka Seltzer. One-A-Day vitamin- 11.5 

Tennessee Ernie; NBC; Th-D; Alka Seltzer, One-A-Day vitamin- 19.0 

Norwich Pharmaeal 

Arthur Godfrey Show; CBS; Tu-D; Pepto Bismol 9.8 

Noxzenia Chemical Co. 

Perry Como; NBC; Sa-N; skin cream. 33.1 

Pharmaceutical 

Amateur Hour: ABC; Su-N; Geritol, Niron. RXD tablets. Serutan. 

Sominex. Zarumin . ._. 8.8 

News; CBS; Su-N; Geritol, Sominex. Zarumin _ . .. 8.6 

To Tell The Truth; CBS: Tu-N; Geritol, Sominex, Zarumin 17.2 

Twenty-One; NBC: W-N; Geritol, Sominex, Zarmnin. 15.4 

Pharmaco 

Comedy Time: NBC; F-D; Cbooz. Regutol 6.5 

It Could Be You; NBC; F-D: Chooz. Medigum 3.9 

State Pharmaeal Co. 

$250,000 Bank; NBC: Tu-N: AU-In-One Reducing tablets 10.8 

Sterling Drug 

Modern Romances; NBC: W.F-D: Bayer aspirin. Irouized yeast, Phil- 
lips milk of magne-ia 8.3 

The Yise; ABC; F-N: Bayer asprin, Phillips milk of magne-ia 9.8 

Vick Chemical Co. 

Jonathan Winters, NBC: Tu-N: cold remedies 7.8 

Warner-Lambert Pharmaceutical Co. 

Hit Parade: NBC; Sa-N; Bromo Seltzer 25.2 
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THE MULTI 
MARKET STATION 
several far-above- 
average markets 
within the one 
big SUPERmarket. 



A MILLION PEOPLE 
1/3 of the 
population of 
Wisconsin live in 
Big 5's 
Big Circle. 







with the NTH* tower; highest 
in 5 state area, ...1165 feet 
above average terrain. 



Soren H. Munkhof 
Exec. V-Pres, 
General Manager 



HEADLEY-REED TV 
National Reps. 




COMPLETELY 
BLANKETS 
Counties from 
Milwaukee to 
upper Michigan 
Stevens Point to 
Lake Michigan 



$317,013,600 
GROSS CASH 
FARM INCOME 




49,441 FARMS 
75% with 
TV sets 



ABC plus selected CBS, plus strangest live lacal and 
regional program. Best films and syndicated programs. 
Strang in children's and all-family features. 



WFRV-TV 



A* GREEN BAY, WISCONSIN 
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DAYTIME 



C O 




I 

P A R 



ABC 



SUNDAY 

CBS 



NBC 



ABC 



MONDAY 

CBS 



NBC 



ABC 



TUESDAY 

CBS 



NBC 



Lamp Unto My 
Feet 
lust 



Carry Moore 

Campbell Soup 

I^ever Bros 
alt 

Bird & Son 



Home 
panic 
10-11 



Carry Moore 
Hoover 

Best Foods 



Home 
partlc 



Look Up & Live 
sust 



Arthur Godfrey 

Stand Brands 

Stand Brands 



Home 



Arthur Codfrey 
Mu tual of Om aha 

Norwich 



Home 



Bristol-Myers 



U.N. in Action 
sust 



Bristol-Myers 



Price Is Right 
sust 



Kellogg 
Pillsbury 



Price Is Right 
sust 



Camera Three 
sust 



Strike It Rich 

Colgate 



Truth or 
Consequences 
sust 



Strike It Rich 
Colgate 



Truth or 
Consequences 
sust 



Valiant Lady 

Stand Brands 



Let's Take Trip 
sust 



Love of Life 
Amer Home Prod 



Tic Tac Dough 
sust 



Valiant Lady 
Wesson Oil 



Tonl alt sust 



Love of Life 

Amer Home Prod 



Tic Tac Dough 
sust 

Sweets Co alt 
sust 



Wild Bill Hickok 

Kellogg 



~Searcli for 
Tomorrow 

P&G 



It Could Be Yoi 
sust 



"Search for ' 
Tomorrow 

P&O 



It Could Be Yo 

sust 



Cuiding Light 
P&G 



Amer Home Prot 



Cuiding Light 
P&G 



Alberto Culver 
alt Lehn & Fink 
(last 3/19) 



Heckle & (eckle 

Sweets Co, alt 
Johnson & .Tohnsor 
(last 3/24) 



News 
(1-1:10) sust 



Stand Up & Be 
Counted 

sust 



Close-Up 

co-op 



News 
(1-1:10) sust 



Stand Up & Be 
Counted 



Close-Up 

co-op 



No net service 



Frontiers of 
Faith 

sust 



As the World 
Turns 

P&G 



Club 60 

co-op 



As the World 
Turns 

P&G 
(4/2 start) 



Club 60 

co-op 



No net service 



No net service 



Special Program 
for Purim 

(3/17 only) 



Our Miss Brooks 

sust 



Club 60 



Our Miss Brooks 
Best Foods 
alt sust 



Club 60 



The Last Word 
•ust 



Youth Wants 
To Know 
sust alt 
Amer Forum 

sust 



Art Linkletter 

Stand Brands 



Campbell Soup 



Tenn Ernie 

P&G 

Swift alt Brown 
& Williamson 



Art Linkletter 

Kellogg 

Pillsbury 



Tenn Ernie 

P&G 

Stand Brands 



face The Nation 
sust 



Outlook 

sust 



Afternoon Film 
Festival 

(3-4:30) 
partlc 



Big Payoff 

Colgate 



Matinee 

(3-4) 
partlc 



Afternoon Film 
Festival 

(3-4:30) 
partlc 



|ohns Hopkins 
File 7 
sust 



~Bot>-Cro~5t5y" 



World News 
Round Up 

sust 



Zoo Parade 
sust 



Afternoon Film 
Festival 



sust 



Brown & Wmson 
(last 3/25) alt 
Mentholatuni 



Matinee 



Afternoon Film 
Festival 



Big Payoff 

Colgate 
(3/19 start) 



Matinee 

(3-4) 
partlc 



Bob Crosby 

Wesson Oil 

Best Foods 



Matinee 



College News 
Conference 
sust 



Odyssey 
sust 



Wide Wide Worl 
(alt wks 4-5:30) 
Gen Motors 



Afternoon Film 
Festival 



Brighter Day 

P&G 



Secret Storm 
Amer Home Prod 



Medical Horizons 
Ciba 



Odyssey 



Wash Square 
(alt wks 4-5) 
Helene Curtis 



No net service 



Edge of Night 

P&G 



Pea rl Pi ke 
sust 



Mdinj 

sust 

See It Now 

Pan Am 
(5-0. 3/31 only) 



Mickey Mouse 
Club 

co-op 



Queen for a Da 
Amer Home Prod 

Tonl alt Brown 
& Williamson 



Afternoon Film 
Festival 



Brighter Day 
P&G 



Secret Storm 
Amer Home Prod 



P&G 



Modern Romance 
sust 



No net service 



Edge of Night 
P&G 



Mickey Mouse 
Club 

co-op 

co-op 



Queen for a Day 
Sandura alt 
Chick of Se a 
Lehn & Fink 

alt Stand Brandt 



P&G 



Modern Romance 
Culver alt 
Sweets Co 



Press Conference 
Corn Prod 



Boing Boing 
sust 



Topper 

(alt wks 5-5:30) 
sust 



Capt Gallant 

Heinz 



Coca Cola 

Miles alt 
Minn Mining 



Comedy Time 
sust 



Comedy Time 
sust 



B. F. Goodrich 



HOW TO USE SPONSOR'S 
NEW NETWORK TELEVISION 
COMPARAGRAPH AND INDEX 



The network schedule on this and following pages (42, 43) 
includes regularly scheduled programing on the air between 
16 March and 12 April (with possible exception of 
changes made by the networks after presstime). Irregularly 
scheduled programs to appear during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are as follows: Tonight, NBC, 11:30-12:30 



GRAPH 



16 MAR. - 12 APR. 



IDNESDAY 

NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



Home 
partlc 



Home 



Carry Moore 
Neitle alt tutt 
Tonl tit Swift 



Arthur Codfrcy 
Oen Fon.li 

Scott Paper 



Home 
partlc 



Home 



Carry Moore 
rim Plat* liitu 

(t, 12 atari i 
•It Hill 

_£lUT 



Johnson A Jolinlon 
•It lUlt 
l-p»er 



Home 
panic 



Horn 



Cap! Kangaroo 
■ uit 

III mn SI m 

• I ■ I 



Mighty Mouse 
On r"'» li «U 
Olia'r 



Howdy Doody 
<>*mntntal 
llaklnt alt 
s«~-u Co 



Cumby 
S«'^tt < 



Price Is Right 
•uit 



Truth or 
Consequences 
•uit 



Tic Tac Dough 
iu»t 



It Could Be You 
Armour all sust 



llrown A Wms-vi 
alt Com IYn.1 



Kellouc 
Pillsbury 



Price Is Right 
•utl 



Yirdley ilt 
I'lt ti Pltte O ltii 

Staler lit 803 



Price Is Right 
suit 



Winky Dink 
lull 



rury 
r,m F'»»!i 
• It Itorln, 



Strike It Rich 
OolKite 



Truth or 
Consequences 
tun 



Strike It Rich 
Coital* 



Truth or 
Consequences 
suit 



Valiant Lady 
Tonl tit 
Nestle 



Love of Lite 
Amer Home Prod 



Search for 
Tomorrow 

PAO 



Tic Tac Dough 
Kr«fl 

.Mlnm-inla Mlnlnc 
(3 I 1 slur I) 

It Could Be You 
iuii 



Valiant Lady 
Hen Mill, 



Cuiding Light 

pao 



Wrliii ilt 
Brlllo 



Love of Life 
Amer Home Prod 

Scarc>r7or 
Tomorrow 
PAO 

Cuiding Light ~~ 
PAG 



Tic Tac Dough 
•uit 



Mentholaium 



It Could Be You 
Corn Pn»l (la<t 
3/22) alt iuii 
Brlllo ill Phtr- 
maco (Ian 3'22> 



Tcias Rangers 
Oen Mills 
•It 

«m»-tl Co 



Watch Mr 
Wizard 



Big Top 
■ i it 



True Story 
Inir I tr f 
1<1 tart 



Big Top 



Detective Diary 
Mrrlllir |>r : 
in tin 



Closc-Up 

co-op 



Club 60 

co-op 



News 
(1-1:10) tust 



Stand Up & Be 
Counted 



Closc-Up 

Ml up 



News 
(1-1:10) lust 



As the World 
Turns 

PAO 
(I I start) 



Club 60 

co-op 



Stand Up & Be 
Counted 



As the World 
Turns 

PAO 



Closc-Up 

CO op 



Club 60 

co-op 



Lone Ranger 
c,«i Mills 
alt .N'ntle 



No net service 



No net service 



No net service 



Club 60 



Tenn Ernie 
PAO 

Swift alt 
Brown A Wmion 



Our Miss Brooks 
suit 



Nestle alt tust 



Art Linkletter 
Kellorc 

Pillsbury 



Club 60 



Tenn Ernie 
PAO 

Mile* 



Our Miss Brooks 
lust 



Johnion A Johnion 
alt luit 



Art Linkletter 
Lerer Bros 



Swifi 



Club 60 



Tenn Ernie 
PAO 

Stand Brandt 



NIT Basketball 
Kemper. Carter 

i 2 roncl. 
3 I'".. 23 only) 

East-West 
Ail-Star 
Kemper. C»rter 
12 I' oficl. 
3 30 .ml)) 



No net service 



Basketball 

(2 30 4:30) 
Carter Prod 
Itrl.ml- Myen 
lir"«n & Wmion 



Matinee 
(3-4) 
part I c 



Matinee 



Afternoon Film 
Festival 
(3-4:30) 
partlc 



Afternoon Film 
Festival 



Big Payoff 
Colette 



Bob Crosby 
Tonl alt Swlfi 



Matinee 
(3-4) 
panic 



Afternoon Film 
Festival 
(3-4:30) 
pirtlc 



Big Payoff 
Colgate 



Matinee 



Afternoon Film 
Festival 



PAG 



Bob Crosby 
S Os tu Swi ft 

Gen Mlllt 



Matinee 
(3-4) 
partlc 



Matinee 



Baseball Came 
of the Week 
2 I .in. 4 « Itart) 



Basketball 



Cult Stream 
Handicap 

I r.-5 1". 
:: 23 only) 



Basketball 



Queen for a Day 

I Borden 
Mermen 
Com Prod 



Afternoon Film 
Festival 



PAG 



Modern Romances: 
Sterling Drue 



No net service 



Brighter Day 
PAO 



Secret Storm 
Amer Ilome Prod 



Queen for a Day 

Sunklst alt 
iMJjinc«ota Mlnlnc 
' (3 11 start) 
I Miles 



Afternoon Film 
Festival 



Brighter Day 
PAO 

Secret Storm 
Amer ITome Prod 



Queen for a Day 

Borden 

iIW (last 3 29) 
' alt Corn JT.»I 



Florida Derby 

iHMI' 
3 . 0 «i|yl 



Basketball 



Edge of Night 

PAG 



P&O 



Modern Romances 
suit 



No net service 



Edge of Night 
PAG 



PAO 



Modern Romances 
SJerllnr Drue 



No net service 



Comedy Time 
suit 



Mickey Mouse 
lub co-op 

Plllsbury all 

Am -Par 
Peter Shoe Co. 



Brlitol-Myers 
Bristol-Myers 



Comedy Time 
suit 



Welch alt tuit 



Mickey Mouse 
Club 

co-op 

co-op 



Comedy Time 
tutt 



Pnarroaco 
tuit 



Oen Mills 
Gen Mills 



No net service 



No net service 



p.m., Monday-Friday, participating sponsorship: Sunday 
News Special, CBS, Sunday. 11-11:15 p.m.. sponsored by 
Pharmaceuticals Inc.; Today, NBC. 7:00-9:00 a.m.. Mon- 
day-Friday, participating, and two CBS Monday-Friday 
participating shows. Effective 8 April, CBS" shows change 
as follows: The Jimmy Dean Show, 7:00-7:45 a.m. and 
News. 7:45-8:00 a.m. will replace Good Morning. Captain 



Kangaroo will he on from 8:00-8:45 a.m. followed hv News. 
8:45-9:00 a.m. 

All times are Eastern Standard. Participating sponsors 
are not listed because in main case* they fluctuate. 

Sponsors, co-sponsors and alternate-week sponsors are 
shown along w ith the names of programs. Agencies, brands, 
costs and ratings appear in separate listings on pages 36. 42 




3. NIGHTTIME 



C O 




P A 



SUNDAY 

ABC CBS NBC 



ABC 



MONDAY 

CBS 



NBC 



ABC 



TUESDAY 

CBS 



NBC 



0 



Telephone Time 

(last 3 
Flicka 
.-uU (4 7 si ail) 



Air Power 
Prudential 



Meet The Press 
Johns Manville 
alt 

sust 



Roy Rogers 

Cen Foods 



D Edwards 

Whitehall I last 
3/IX) liriwn A: 
Winson (4/1 slart) 

No net service 



D Edwards 

Whitehall 
No net service 



You Asked for It 
I Sklppy Peanut 
Mutter 



Lassie 

Campbell Soup 



Amateur Hour 
Pharmaceuticals 

(7:30 s:30) 



~PvF Secy. 

(last 3 17) 
M ,V C riiamplon 

(3 31 start) 
alt Jack Benny 
Anirr T"ham> 



77th Bengal 
Lancers 

Goti Koods 

"Ctrcur Boy^ 
Reynolds Alum 

Hall of Fame 
Hallmark 

(7:311-0, 3 17) 



Kukla. Fran D Edwards 

& Ollie Whitehall (last 

Gordon Bkng-co op 3/ISi Iiroun ,V 



Kukla, Fran 
& Ollie 

Cordon Iikng-co-op 



inn; 



Gordon 



John Daly News Wmso " ( V> start) 
Genl Cigar 



Wire Service 

II. .T. Reynolds 









Robin Hood 


Nat King Cole 
Carter 





John Daly News 
Genl Cigar 



D Edwards 
Whitehall 



alt Wlldrool 



News 

American Can 
alt sust 



Cheyenne 
Gen Electric 
(alt tvks 
7:30-8:30) 



Name That Tune 
Whitehall alt 
Kellogg 



John D, 
Genl 



Jonathan Winters 

I>ewls- Ilwe alt 
Vli-ks (last 3/2H) 



News 
(luaker Oau 



Disn, 
Amer 
Amer 
Derbi 

(7:3» 



Amateur Hour 
RKO Features 

partic 
(7:30-9. 
1 7 start) 



Ed Sullivan 

Lincoln- Mercury 
(8-9) 



Steve Allen 

Creyhound. 
(4 '7 start) 
Jergens 



Wire Service 
Miller lirening 
alt sust 



Burns & Allen 

Carnation alt 
Goodrich 



Sir Lancelot 

\mer Home alt 
Lever Bros 
(3 wks In 4) 



Conflict 

Chesebrough- 
Ponds 
(alt wks 
7:30-8:30) 



Open Hearing 

sust 



Krown *V Wmstin 
Cinderella last :i 3n 

lVpsi Cola vitamin r„ n > 

shul,on (last 3 31) 

0:30. 3 31 only) , s Time 



Voice of 
Firestone 

Firestone 



Talent Scouts 
Lipton 
all TonI 



Wells Fargo O Fd 
I alt Am Tob (3 In 4 

Prod Showcase ( 1 lr 
4. 8 9:30) Ilancocl 
RCA Whirlpool 



Wyatt Earp 

Gen Mills 
alt P&G 



Phil Silvers 
JWG 
alt 

R. J. Reynolds 



Big Surprise 
I'urei alt 
Speldel 



Disn«|' 



Brothers 

(last 3/2G) 
Pvt. Secy, 
(start 4/2 
Lever alt SheaflYr 



Panic 

L\.M alt 
Max Factor 



Navy I 
Amer | 
US If 



T Love Lucy 

P&G alt 
Gen Foods 
Ford Motor 
(3/1S only) 



Omnibus 
Aluminium 
Cnlr»n Carbide 

(9-10:30. 
last 3/31) 



C. E. Theatre 

Gen Electric 



Tv Playhouse 

Goodyear alt 
A lcoa 
(910, 3 wks In 4 



Bishop Sheen 

co-op 



Twenty-One 

Pharmaceuticals 
(3 wks In 4) 



Broken Arrow 

Gen Electric 
alt Miles 



To Tell The 
Truth 

Pharmaceuticals 



Jane Wyman 

P&G 



Ozzie 6 
K 



Omnibus 

Amateur Hour 

Pharmaceuticals 
iT) in I 7 start) 



Hitchcock 
Theatre 

Bristol-Myers 



Chevy Hour 

Chevrolet 
(9-10, 1 wk In 4! 



Welk Top Tunes 
New Talent 

Dodge-Plymouth 
(9:30-10:30) 



Dec Bride 

Gen Foods 



Robt Montgomery 

S C. Johnson 
alt Mennen 
(9:30-10:30) 



Cavalcade 
Theatre 

DuPont 



Red Skelton 
Pet Milk alt 
S. C. Johnson 



Circle Theatre 

Armstrong 
(alt nks 
9:30-10:30) 



Ford T h 



Omnibus 



$64,000 
Challenge 

Revlon ait 
I". Lorillard 



Loretta Young 

P&G 



Welk Top Tunes 



Studio One 

Westinghouse 
(10-11) 



Robt Montgomery 



It's Polka Time 

co-op 



S64.000 
Question 

Revlon 



Kaiser Alum Hr 
Kaiser Alum 

(alt nks 
9:30-10:30) 



Wed ' 
Figr 
Pabst i l f 
il h' 



What's My Line 

Sperry-Rand No net service 
alt n Curtis 



Studio One 



Do You Trust 
Your Wife 

L&M (last 3/2<i) 
Spike Jones 



Hold That Note 
Lanolin Plus 



4. ALPHABETICAL PROGRAM INDEX 

Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM 



COST 



Air Power: Dr-F 
Steve Allen Show 



V-L 



Amateur Hour: V-L 

Ray Anthony Show: Mu-L 

*Red Barber's Corner: Sp-L 

Beat the Clock: Q-L 

Jack Benny: C-F 

Big Story': Dr-L&F 

Big Surprise: Q-L 
Blondie: Sc-F 

Bold Journey: A-F 
Jim Bowie: A-F 

Broken Arrow: A-F 
The Brothers: Sc-F 

(last 3/26) 
Buccaneers: A-F 
Burns & Allen: Sc-F 
Caesar's Hour: Y-L 



5 37,000 
63.000 



23,000 
17,000 
3,000 
18,000 
65,000 
33,000 

33,000 
37,500 

8,000 
32,000 

31,000 
39,000 

24,000 
33,000 
114,000 



SPONSORS AND AGENCIES 

Prudential, Calkins & Holden 
Creyhound (4 7 start), Grey; Brown 

& Williamson, (last 3'31), Bates; 

Jergens, Orr; U. S. Time (3 '24), 

Peck; Vitamin Corp (last 3 31), 

BBDO 

Pharmaceuticals, K letter 

Plymouth, Crant 

State Farm Ins, NLB 

Hazel Bishop, Spector 

Amer Tobacco, BBDO 

Amer Tobacco, SSCB; Ralston Purina, 

Cardner 
Purex, W&C; Speidel, NCK 
Nestle, B. Houston; Toni, Tatham- 

Laird, C. E. Frank 
Ralston Purina, CBB 
Amer Chicle, Bates; Chesebrough- 

Ponds, Mc-E 
Cen Elect, Y&R; Miles, Wade 
Lever Bros, JWT; Shaeffer, Seeds 

Sylvania, JWT 

Carnation, Wasey; Coodrich, BBDO 
Babbit, DFS; Benrus (3 30), L&N; 
Knomark, Mogul; Quaker Oats, 
NLB: Wesson Oil, Fitzgerald 



PROGRAM 



COST 



Cavalcade of Sports: Sp-L 
Marge & Cower Champion 

\-F (3/31 -tart i 
Cheyenne: A-F 
Circle Theatre: Dr-L 
Circus Boy: A-F 

Climax: Dr-L 

Nat King Cole: Mu-L 

*'Perry Como: V-L 

Conflict: Dr-F 

Joseph Cotten Show: Dr-F 

Crossroads: Dr-F 

Bob Cummings Show: Sc-F 

John Daly News: N-L 

December Bride: Sc-F 
Disneyland: M-F 

Do You Trust Wife: Q-F 

l last 3 '26 ) 
Dragnet: My-F 
DuPont Theatre: Dr-F 
Wyatt Earp: A-F 



35,000 
41,000 

90,000 
40,000 
34,000 

55,000 
14,000 
108,000 

90,000 
38,000 

31,000 
36,000 
6,000t 

28,000 
75,000 

35,000 

37,000 
37,000 
30,000 



SPONSORS AND AGENCIES I 

Gillette, Maxon 
Amer Tobacco, BBDO 

Cen Elect, Y&R, BBDO & Grey 

Armstrong Cork, BBDO 

Reynolds Alum, Clinton E. Fran 

Buchanan 
Chrysler, Mc-E 
Carter, SSCB 

Cold Seal, North; Kleenex, FCI 
Noxzema, SSCB; RCA, K&E; S& 
Stamps, SSCB; Sunbeam, Perrin-Pju 
Chesebrough-Ponds, JWT & Mc-E fz 
Campbell Soup, BBDO; Lever Bros. 
BBDO 

Chevrolet, Camp-Ewald 

Colgate, Brown; R. J. Reynolds. Est 

Du Pont (3 '14 start), BBDO; Cen 

eral Cigar, Y&R 
Cen Foods, B&B 

Amer. Motors, BFSD & Ceyer; Amn 
Dairy, Camp-Mithun: Derby, McE 

L&M, DFS 

L&M, Mc-E; Schick, W&L 
DuPont, BBDO 

Cen Mills, DFS; P&C, Compton 



•Color show, (L) Live, (F) Film, ttCost is per segment. List does not include 
sustaining, participating or eo-op programs — see chart. Costs refer to average show 
cost- including t;i U-nt und production. The? - :ire gross (include 15' r agency com- 
mission). Tiny do not include commercials or time cluiraes. Tliis list covers period 



of 16 Mar. thru 12 Apr. Program types are indicated as follows: (A) Adventur 
(C) Comedv, (D) Documentary, (Dr) Drama, (I) Interview, (J) Juvenile, (M^ 
Misc., (Mu) Music, (My) Mystery, ( X ) News, (Q) Quiz, (S) Serial, (Se) Situatio 
Comedy, (Sp) Sports, (V) Variety. 



GRAPH 



16 MAR. - 12 APR 



HESDAV 

NBC 



THURSDAY 

ABC CBS NBC 



FRIDAY 

ABC CBS NBC 



SATURDAY 

ABC CBS NBC 



D Edwards 
Wliiiehall 



<ice 

s 



Kukla. Fran 
& Ollic 
Gordon liknc ro-ofl 



No net service 



Xavicr Cug.it 



News 
Tlino >lt .MUm 



John Daly News 
l>u I'wnt 



Lone Ranger 
Cm Mllli >lt 

Swift 



D Edwards 
Whliehall 



Sgt. Preston 
Wuaker Oats 



D Edwards 

Itnnsn A VVriltuli 
I 1 'i alurl) til 
tl III.1i.fii (.1 1 1'.' 

Kukla. Fran No net service 

n r, & ,?l"' C D Edwards 

nordon Bkns co-op |(riMn v Ufmul| 

John Daly News il '• -ijrd >n 



Dinah Shore 

ClieVTOlel 



-i- 



Ncws 
Sperry Hand 



I'll 1'itlll 



Rin Tin Tin 
Xablicu 



II HMhiii 



I 121 



Beat the Clock 
11. Hishup 



Xavier Cugat 
an -t 



News 
Miles 



This Is 
Calcn Drake 
Beit P.jhJi 



Famous Film 
Festival 
pari In 

(7:30 9) 



Flicka 
i 

I* 1 " i 



Buccaneers 
Sylvanla 



People Art 
Funny 
Tonl all 
It J iU-rnol<]» 



icy 



Masquerade 
Party 
,\N!..M'la(ml l'nwlurl 
all susi 

Father Knows 
Best 
^<*on Paper 

Mall of Fame 

Hallmark 
ii M 10, I 10) 



Circus Time 
partlc 



Circus Time 



Bob Cummings 

Colgaio alt 
It J Reynolds 



Climax 
Chrysler 

<S:30-9:3I), 
3 wks In I) 



You Bet Yr Life 
DeSolo all 
Tonl 



Dragnet 
L£M alt Schick 



Jim Bowie 
Amer Oilclo alt 
Oiese brouch- 
Pondj 



Crossroads 
Chevrolet 



West Point 
Con Foods 



Zane Crcy 
Cm Ko< *ls 
alt Ford 



Blondic 
Tonl alt 
Nestle 



Life of Riley 
Golf Oil 



Film Festival 



11.1 A 

la t .1 J 
1' l/.rl jrl 
a t 

i :i : il t rt 



Film Festival Jackie Cleason 



Perry Como 
i" >i 
8 Sc n Hlampi 
Nonema 

Sunbeam 
Klmberlj-Clark 
RCA. Oold Heal 



cent 



nl>> 



Kraft Theatre 
Kraft (910) 



Danny Thomas 

Armour alt 
Kimberly-Clark 



Shower of Stars p eop | e - s Choice 
Chrysler Borden all P&G 

(8.30-9 30. 
1 wk In 4) 



Treasure Hunt 
Mocen David 



Mr. Adams & Eve l os Cotton Show 
Colcale alt Campbell all 

R. J. Ueynoldj 1 ' CT ' r I,rn » 

(3 wks In 4) 



Lawrence Wclk 
Dodge 
(9-10) 



Cale Storm 
Nellie alt 
Ilelene Curtis 



CKt 
da 



Kraft Theatre 



Bold Journey 
Ralston-l'urlna 



-Mayhoirse— 90- 
Slniter 
(last 3 2<l alt 
Bristol-Myers 



Ford Show 

Ford 



The Vise 
Sterling Drug 



Schlitz 
Playhouse 

Schlltz 



Big Story - 
Ralston Purina al 
Amer Too (3 In 4) 



Lawrence Wclk 



Chevy Show 
(9-10. 1 In 4) 



Hey Jeannie 

PArfJ 

alt UM 



Caesar's Hr 
<» 10. 3 In 4) 
Benrus. Babbitt 

(Juaker Oala 
Knomark. Wesson 

Color Carnival 

KCA Whirlpool 
Oldi 19 10 30 
I wk In 4) 



Air Time '57 
Mist (last I II 

Telephone Time 
AT.VT 
(4/11 start) 



Playhouse 
Bristol-Jlyers 
all 
It. 4i son 
(last 3 2<) 



Hr 

1) 



This Is 
Your Life 
I'&G 



x Hr 



No net service 

, Academy Awards 

(1»:30-12;1">. 
3 27 only) 
Ol.lsiiiMl.lle 



Playhouse 90 
Philip Morris 
alt Amer Gas 



Lux Theatre 
Lever Bros 
( 10- II) 



Lux Theatre 



Ray Anthony 

Plymouth 
(10-11) 



Ray Anthony 



Line-Up 

l\tfi all Brown 
& Williamson 



Person to Person 
Amer Oil & llaram 
alt Time. Inc. 



Cavalcade 
Sports 
Gillette 
(10-concl) 



of 



Red Barber 
St Farm Ins 



Ozark Jubilee 
Am Chicle 
alt fust 



Ozark Jubilee 

co-op 



Cunsmoke 
LAM alt 
Sperry Band 



On Your Own 

Hazel Bishop 
I la. I a >>■ 

2 For The Money 

J 23 ( Url) 



Ceo Cobcl 
Armour alt Pat 
(3 uks In 4) 



Hit Parade 
Amer T>* 
all Uu<tnut 



PROGRAM 



COST 



SPONSORS AND AGENCIES 



Edwards News: N-L&F 

Knows Best: Sc-F 
»how: V-L 
ITheatre: Dr-F 
'heatre: Dr-F 
1 Step: Q-L 
m Gleason: V-L 

&y's Scouts: V-L 
fir Godfrey Time: V-L 

Gobel: C-L 
take: A-F 

[eannie: Sc-F 
|;ock Presents: My-F 
That Note: Q-L 
Hood: A-F 

Lucy: Sc-F 

rt a Secret: Q-L 

f Join-*: Mu-L ( 4 '2 >lart ) 
Alum. Hour: Dr-L 
TV Theatre: Dr-L 
T. Fran & Ollie: J-L 



9,500ft 

38.000 

33.000 
36.000 
45.000 
23,000 
102.500 

28.000 
38.000U 

45,000 
38.000 

41,000 
34,000 
23.000 
28.000 

52.000 

24,000 

35.000 
58.000 
34,000 



Whitehall, Bates; Brown Cr Wmson 
(4 1 start). Bates; Hazel Bishop 
•4 12 start), Spector 

Scott Paper, JWT 

Ford, JWT 
Ford, JWT 
Ccn Elect, BBDO 
Ccn Mills, BBDO 

Bulova (last 3 23), Mc-E; P. Loril- 
lard, L&N 

Lipton, Y&R; Toni, North 

Amer. Home Prod, Y&R; Bristol- 
Myers, Y&R; Kellogg, Burnett; Pills- 
bury, Burnett 

Armour. FCB; Pet Milk, Cardcner 

L&M. DFS; Sperry Rand (1 wk in 4), 
Y&R 

P&C, Compton; L&M, Mc-E 
Bristol-Myers, Y&R 
Lanolin Plus, Seeds 



Johnson & Johnson 
BBDO 

Ford '3 18 only), JWT 

Y&R; P&C, Crey 
R. J. Reynolds, Esty 



Y&R; Wildroot, 
Cen Foods, 



L&M. DFS 
Kaiser Alum, Y&R 
Kraft. JWT 

Cordon Bkng. Ayer; & co-op 



PROGRAM 



Lassie: A-L 

Life of Riley: Sc-F 

Line-Up: .My-F 

Lone Ranger: A-F 

*Lux Video Theatre: Dr-L 

Ma.-querade Party: Q-L 

.Meet the Press: I-L 

Millionaire: Dr-F 

* Robert Montgomery: Dr-L 

Mr. Adams & Eve: Sc-F 

Name that Tune: Q-L 

Navy Log: Dr-F 

NBC News: N-L 

Omnibus: M-L&F da-t 3 .}]> 

Ozark Jubilee: V-L 

Ozzie & Harriet: Sc-F 
Panic: Dr-F 

People Are Funny: M-F 
People's Choice: Sc-F 
Person to Per-on: I-L 

Plavhouse 90: Dr-L&F 



COST SPONSORS AND AGENCIES 

34,000 Campbell Soup, BBDO 

32,000 Culf Oil, Y&R 

31,000 Brown & Wm son, Bates; P&C, Y&R 

24.000 Cen Mills, DFS: Swift, Mc-E 

43,000 Lever Bros, JWT 

22.000 Associated Products. Crey 

7.500 Johns Manville, JWT; alt wks open 

32.000 Colgate, Bates 

52,000 S. C. Johnson, NLB; Menncn Co. Crcy 

41,000 Colgate, L&N; R. J. Reynolds, Esty 

23.000 Kellogg, Burnett; Whitehall. Bates 

32.000 Amer Tobacco, SSCB, U.S. Rubber, 

F. D. Richards 
9.500tt American Can, Compton , Miles, Wade; 

Quaker Oats. NL&B: Spcrry-Rand. 

Y&R: Time-Life. Y&R: 1 alt scg 

open 

80,000 Aluminium, JWT; Union Carbide & 

Carbon. J. M. Mathes 
18.000 Amer Chicle, Bates (alt wks 10- 

10 30) : co-op 10.30-11 
36.000 Eastman Kodak, JWT 

41.000 L&M, Mc-E; Max Factor, DDB 

24.000 R. J. Reynolds, Esty; Tom. North 

34.000 Borden. Y&R. P&C. Y&R 

34.000 Amer Oil, J. Katz; Hamm, Camp- 

Mithun; Time-Life, Y&R 
117.000 Amer Cas. L&N- Bristol-Myers. BBDO; 

Philip Morris. Burnett, Ronson last 

3 28'. NCK, Singer Mast 3 28 . 

Y&R 



Listing continues on page 46 



WE'LL BE AT THE B 



1 WITH OUR EXCITING* 

2 WITH OUR HANDY- UV 

3 WITH OUR $1500 "FIB 

4 WITH OUR UNIQUE TI 

5 WITH A STAFF OF 1 IE 

WE'LL BE LOOKING I 



AND WE'LL BE LOOK 
IN SPONSOR'S DOUBJ 



B 



AKI o 



CONVENTION 



MENTION ISSUE 
MVENTION SPECIAL 



R IT" CONTEST 



JUICE BAR 




YOU #©€>©^©^)©§'(E> 



OU IN CHICAGO 



FOR 



YO 



l 



tTION CONVENTION ISSUES 




You get two ads for the price of one. Here's how 
it works. Just request the two-for-one plan. Your 
ad will appear in the NARTB Convention section 
of the 6 April issue (the Convention starts 7 
April) as well as the Convention Special. Both 
will get full distribution at all Convention Hotels 
and key rooms. Only additional charge is $62 
per page to cover production and paper cost. 



Index continued . . . Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM 



Private Secretary: Sc-F 

Rin Tin Tin: A-F 
Roy Rogers: A-F 
Sclilitz Playhouse: I)r-F 
77tli Bengal Lancers: A-F 
Phil Silvers Show: Sc-F 
*Sir Lancelot: A-F 

Sgt. Preston: A-F 
*l)inah Shore: Mu-L 
$64,000 Challenge: Q-L 
$61,000 Question: Q-L 
*Red Skelton: C-L&F 

Gale Storm Show: Sc-F 

Studio One: Dr-L 
Ed Sullivan Show: Y-L 
Sunday News Special: Js'-L 
Telephone Time: Dr-F 
This Is Galen Drake: Y-L 
This Is Your Life: D-L 
Danny Thomas: Sc-F 
To Tell The Truth: Q-L 
Treasure Hunt: Q-L 
*T\ Playhouse: Dr-L 



COST 



36,000 

32,000 
32,000 
36,000 
41,000 
42,000 
24,000 

32,000 
22,000 
32,000 
32,000 
48,000 

39,500 

45,000 
69,000 
9,500 
31,000 
15,000 
52,000 
33,000 
22,000 
21,000 
52,000 



SPONSORS AND AGENCIES 



Amer Tob (last 3/17), BBDO; Lever 

(4 2 start), OB&M; Sheaffer (4/9 

start), Seeds 

Nabisco, K&E 

Cen Foods, B&B 

Schlitz, JWT 

Cen Foods, Y&R 

P&C, Burnett; R. J. Reynolds, Esty 

Amer Home Prod, Bates; Lever Bros, 
SSCB 

Quaker Oats, WBT 

Chevrolet, Camp-Ewald 

P. Lorillard, Y&R ; Revlon, BBDO 

Revlon, BBDO 

S. C. Johnson FCB; Pet Milk, Gardner 

Nestle, B. Houston; Helene Curtis, 

Weiss & Cellcr 
Wcstinghouse, Mc-E 
Lincoln-Mercury, K&E 
Pharmaceuticals, Klettcr 
AT&T, Ayer 

Best Foods, Guild, Bascom & Bonfigli 
P&G, D&B 

Armour, FCB; Kimberly-Clark, FCB 
Pharmaceuticals, Kletter 
Mogen David, Weiss & Celler 
Alcoa, Fuller, Smith & Ross; Good- 
year, Y&R 



PROGRAM 



20th Century Fox: Dr-F 

Twenty-One: Q-L 

U.S. Steel Hour: Dr-L 

The Vise: Dr-F 

Voice of Firestone: Mu-L 

Wednesday Fights: Sp-L 

Lawrence Welk: Mu-L 

Welk Top Tunes: V-L 
Wells Fargo: A-F (3/18 start) 

West Point: Dr-F 
What's My Line: Q-L 
Jonathan Winters: C-L 
Wire Service: Dr-F 

Jane Wyman Show: Dr-F 
You Asked For It: M-F 
You Bet Your Life: Q-F 
Loretta Young Show: Dr-F 
Your Hit Parade: Mu-L 



COST 



110,000 
30,000 
58,000 
19,500 
24,000 
45,000 
14,500 
16,500 
38,500 
40,000 
28,000 
12,500 

77,000 

27,000 
14,000 
35,000 
40,000 
46,000 



You're On Your Own: Q-L 

(last 3/16) 
Zane Grey Theatre: Dr-F 41,500 



SPONSORS AND AGENCIES 



Revlon, C. J. LaRoche 
Pharmaceuticals, Kletter 
U.S. Steel, BBDO 
Sterling Drug, DFS 
Firestone, Sweeney & James 
Mennen, Mc-E; Pabst, Burnett 
Dodge, Grant 
Dodge & Plymouth, Grant 
Amer Tob, SSCB; Gen Foods, 
Gen Foods, B&B 

Helene Curtis, Ludgin; Sperry 
Y&R 

Lewis-Howe, DFS; Vicks (last 
BBDO 

Miller Brewing, Mathiesson; 

Reynolds, Esty, J4 sust 
P&C, Compton 

Skippy Peanut Butter, GBB 

DeSoto, BBDO; Toni, North 

P&G, B&B & Compton 

Amer Tobacco, BBDO; Warner 
nut, SSC&B 



Y& 

Ram 

3 26 
R. 



23,000 Hazel Bishop, Spcctor 



Ford, JWT; Cen Foods, B&B 



Sponsored Daytime Network Programs 7 a.m. -6 p.m. 



PROGRAM 



COST 



As the World Turns: S-L 
Basketball: Sp-L 



Big Payoff: Q-L 
Brighter Day: S-L 
Capt. Gallant: A-F 
Comedy Time: Sc-F 

Bob Crosby: \-L 



Detective Dian : \-F (.3/16 

start) 
Edge of Night: S-L 
Fury: A-F 

Arthur Godfrey: V-L 



Guiding Light: S-L 

Gumby: J-L 

*Ileckle & Jeckle: J-F 

Ilowdy Doody: Ju-L 

It Could Be You: Q-L 



Art I.inklettei : Y-L 



Love of Life: S-L 
Lone Ranger: A-F 
Medical Horizons: D-L 
Mickey Mouse Club: J-F 



Mighty Mouse: J-F 
Modern Romances: S-L 

Garrv Moore : \ -L 



$ 3,400tt 
20,000tt 

6,000ft 
10,000 wk 
31,000 
rerun 

3,150ft 



8,000 

17,000 wk 
33,000 
4,150ft 



10,000 wk 
3,500ft 
6,000 

24,000 

3,000ft 



4,000f 



10,000 wk 

18,000 

22,000 
5.040 to 
6,300ft 



20,000 
2,700ft 

3,600tt 



SPONSORS AND AGENCIES 
P&G, B&B 

Carter, SSCB; Bristol Myers, DCS&S; 
Brown & Wmson, Bates; 1 seg 
open wkly, 3 segs open alt 

Colgate, Houston 

P&C, Y&R 

Heinz, Maxon 

Pharmaco, DCSS; Welch, Rich. K. 
Manoff; 8 segs open & 2 alt segs 
open 

Best Foods, DFS, Ludgin; Brown & 
Wmson (last 3 25) Bates; Gen 
Mills, Knox-Reeves; Cerber, D'Arcy; 
Mentholatum, JWT; P&G, Wesson, 
Fitzgerald; SOS, Mc-E; Swift, Mc-E, 
JWT; Toni, North; P&C, B&B 

Sterling Drug, DFS, J/2 spon 

P&G, B&B 

Gen Foods, B&B; Borden, Y&R 

Bristol-Myers, Y&R; Gen Foods, Y&R; 
Kellogg, Burnett; Mutual of Omaha, 
Bozell & Jacobs; Norwich, B&B; 
Pillsbury, Burnett; Scott Paper, 
JWT; Sherwin Williams, F&S&R; 
Simoniz, Y&R; Stand Brands, Bates 

P&G, Compton 

Sweets Co., Eisen 

Sweets Co., Eisen; Johnson & John- 
son (last 3/24), Y&R 

Cont Baking, Bates; Sweets Co, Eisen; 
1/2 open alt wks 

Amer Home Prod, Bates, Ceyer; Ar- 
mour, Ayer; Brillo, JWT; Brown & 
Wm'son, Seeds; Corn Prod, C. L. 
Miller; Alberto Culver, Wade; 
Lehn & Fink (last 3'19), Mc-E; 
Pharmaco (last 3 22), DCSS; Welch, 
Rich K. Manoff; 5 segs open 

Campbell Soup, Burnett; Kellogg, 
Burnett; Lever Bros, BBDO; Pills- 
bury, Burnett; Simoniz, Y&R; Stand 
Brands, JWT; Swift, Mc-E 

Amer Home Prod, Bates 

Cen Mills, DFS; Nestle, Mc-E 

Ciba, JWT 

Amer-Paramount, Buchanan; Armour, 
Tat-Laird; Bristol-Myers, DCSS; 
Coca Cola, Mc-E; Gen Milts, 
Goodrich, Mc-E, Knox Reeves; 
Mattel, Carson Roberts, Miles, 
Wade; Minn Mining, BBDO; Peters 
Shoe (3 14, 28), HH&McD. Pills- 
bury, Burnett; SOS, Mc-E; 8 segs 
co-op 

Gen Foods, B&B; Colgate, Bates 
Alberto Culver, Wade; Sterling, DFS; 

Sweets Co, Eisen; 2 segs open 
Best Foods, DFS, Ludgin; Bird & Son, 
H. Alley & Richards; Campbell, 
Burnett; Gen Motors, Campbell- 
Ewald; Hoover. Burnett; Johnson & 
Johnson. Y&R; Lever Bros, JWT; 
Nestle. Mc-E: Pittsbureh Plate 



PROGRAM 



COST 



SFONSORS AND AGENCIES 



Garry Moore (cont. 



Our Miss Brooks: Sc-F 



Press Conference: I-L 
Queen for a Day: M-L 



Search for Tomorrow: S-L 
Secret Storm: S-L 
Strike It Rich: M-L 
Texas Rangers: A-F 
Tenn Ernie Ford: V-L 



Tic Tac Dough: Q-L 



True Story: Dr-L (3/16 start) 
Valiant Lady: S-L 

Wild Bill Hickok: A-F 



8,500 
3,000ft 



10,000 wk 
9,500 wk 

15,000 wk 

18,000 
3,500ft 



2,500ft 

18,000 
10,000 wk 

27,000 



Glass, Maxon; SOS, Mc-E; Staler 
R&R: Swift, JWT, Mc-E; Ton, 
North; Yardley, Ayer; 3 alt seg< 
open 

Best Foods, DFS; Cerber, D'Arcy 
Johnson & Johnson, Y&R; Nestk 
Mc-E; 5 segs open & 5 alt se, 
open 

Corn Prod, C. L. Miller 

Amer Home Prod, Bates, Ceyer; B01- 
den, Y&R; Brown & Wm'son, Seeds 
Chicken of Sea, Wasey; Corn Prod 
C. L. Miller; Dow (last 3 29) Mt 
M-J&A; Lehn & Fink, Mc-E; Men- 
nen, Mc-E; Miles Wade; Minn Min 
ing (3/14 start), BBDO, P&C 
Compton; Sandura, Hicks & Griest 
Stand Brands, Bates; Sunkist, FCB 
Toni, North 

P&C, Burnett 

Amer Home Prod, Bates 

Colgate, Bates 

Cen Mills, Tat-Laird; Sweets Co, Eisen 
Brown & Wm'son, Seeds; Miles. 
Wade; Minute Maid, Bates; P&C 
B&B; Stand Brands, Bates; Swift. 
Mc-E 

Kraft, JWT; Mentholatum, JWT 
Minn Mining (3/14 start), BBDO 
Sweets Co, Eisen; Toni, North; 5 
segs & 2 alt segs open 

Sterling Drug, DFS, Vi spon 

Gen Mills, DFS; Nestle, Mc-E; Stand 
Brands, JWT; Toni, Tatham-Laird 
Wesson, Fitzgerald 

Keltosg. Burnett 



Specials 
for 16 



and Spectaculars 
Mar. - 12 Apr. 



*Teresa Brewer Show: Mil. once only 
V-L 

•Chevy Show : V-L I 5M5.000 

* Cinderella: Dr. Mu-L 1 300 ' 000 
*\ ie Dainone Show : Mn, V-L| once only 

Ea*t-We-t All Star: Sp-L 

*llall of Fame: \ -L 200.000 

Hemo the Magnificent: M L I once only 
MT Basketball: Sp-L 

* Producer.-' Showcase: Dr- 320,000 

Mu-L 

♦Sat Color Carnival: Dr-Mu-L 150,000 

See It >iow : D-F 125.000 

Shower of Stars: V-L 1 40.000 

♦Washington Sip: V-L 125,000 

Wide Wide World: M-L 195,000 



Arthur Godfrey replacement; same 
sponsors — 3 20 

Chevrolet, Camp-Ewald— 3 22, 4 7 
Pepsi Cola, K&E; Shulton, Weslct 
3 31 

Arthur Godfrey replacement; ssmc 

S'-onso-s 3 27 
Carter, Bates: Kemper. Shaw — 3 30 

Hallmark, FCB— 3 17, 4 10 
Bell, Ayer— 3 20 

Carter, Bates; Kemper, Shaw — 3 16 
23 

RCA-Whirlpool, K&E; John Hancock 
Mc-E— 4 1 

RCA-Whirlpool, K&E; Oldsmobile, 

Brother — 3 16 
Pan Am, JWT— 3 31 
Chrysler, Mc-E— 4 4 
Helene Curtis, Ludgin 
Gen Motors. Brother & Camp-Ewald 
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in Kansas City 



a few 



watch 
elsewhere 




but 
most 
watch 

KCMO-TV 

O 



And we can prove it. Again, more 
quarter-hour firsts as surveyed by 
ARB, January, 1957 



ANOTHER 



KCMO-TV Station No. 2 Station No. 3 
232 99 64 



KANSAS CITY 
SYRACUSE 
PHOENIX 
OMAHA 



KCMO 
WHEN 
KPHO 
WOW 



KCMO-TV 
WHEN-TV 
KPHO-TV 
WOW-TV 



The Katz Agency 
The Katz Agency 

The Katz Agency 

John Blair &Co.- 
TV: Blair-TV 




M 



£dith stp^ 

Represented nationally by Katz Agency 



Joe Hartenbower, General Mgr. 
Sid Tremble, Commercial Mgr. 



S 
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5. SPOT TELEVISION BASICS 



K ej spot spending and viewing figures are presented 
below and on page 50. The spending data below is based 
on TvB data as computed by N. C. Rorabaugb. While the 
percentage figures in two colors may be confusing at first 
glance, the notes underneath the chart should make their 
use clear. A comparison of these figures with those of the 
third quarter of last year (the summer period) shows the 
percentage of spending by day parts and type of buy is 
roughly the same. Some of the more noticeable changes: 
the percent being spent on participations went from 21.4 
during the summer to 25.0 during the last quarter. While 
it might be expected that the increase would be accounted 
for by late night buys because of the influx of movie fea- 
tures, there was actually a decline in the percentage of late 
night participations. During the third quarter of 1956, 
23.3 r < of all participations were during the late night pe- 
riod; during the fourth quarter the figure dropped to 
19.5%. However, because of the big jump in overall spot 
spending, the amount of money spent on late night partici- 



pations increased from $4.2 to $5.2 million. (These, as well 
as all other dollar figures, are based on gross time spend- 
ing.) The final quarter of 1956 also showed an increase in 
the percentage of all spot buys during the day compared 
with the third quarter, while the percentage of nighttime 
spot buys declined. 

The charts on page 50 provide breakdowns on viewing 
based on three time zones (mountain time is omitted). The 
figures show significant differences in viewing during the 
same hours — based on local time. For example, while sets 
in use at 10:00 p.m. in the eastern time zone stays up at 
62.4 /c, the figure for the central zone goes down to 39.8%. 
At 11:00 p.m. eastern sets in use is 39.6%c while central 
sets in use declines further to 14.4^. Two charts on 
selected late-night quarter hours show the extent of the 
increase in viewing during Friday and Saturday nights in 
each time zone compared with the other days of the week. 
In some instances, weekend late night viewing is triple the 
figure for late night viewing during the week. ^ 



Expenditures by time of day/ type of buy, 4th quarter 1956 



fir mnniiiiiiiiiiiiiniiiiiiiiiiiiinnir iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii miiiiiini-w ' wiiiiiiiiiiiwiirinii m mi ' .« : nui iiiiiiiiuiuiii mill n mi luiiiuniug 



DAY 
PART 


ANNOUNCEMENTS 


ID'S 


PARTICIPATIONS SHOWS 


TOTAL 


$ (000) 


% of annct. 
buys for 
day-part 


$ (000) 


% of ID 
buys for 
day-part 


$ (000) 


% of partic. 
buys for 
day-part 


$ (000) 


% of show 
buys for 
day-part 


$ (000) 


% of all 
spot buys 
for day-part 


% of day- 
part for 
anncfs. 


% of day- 
part for 
ID's 


% of day- 
part for 
partic. 


% of day- 
part for 
shows 


Total day- 
part buys 


Day 


$14,907 
39.0% 


31.2% 


$ 2,649 
6.9% 


22.2% 


$15,805 
41.3% 


58.7% 


$ 4,894 
12.8% 


23.0% 


$ 38,255 
100.0% 


35.5% 


Night 


30,139 
51.1% 


63.2 


8,846 
15.0% 


74.1 


5,871 
10.0% 


21.8 


14,092 
23.9% 


66.2 


58,948 
100.0% 


54.7 


Late Night 


2,658 
25.0% 


5.6 


449 

4.2% 


3.7 


5,242 
49.3% 


19.5 


2,290 
21.5% 


10.8 


10,639 
100.0% 


9.8 


TOTAL 

ilium in r i iv inn : 


$47,704 

44.2% 

iiiiiiiiiiiii i' i ilium 


100.0 

swiii ffliiiiiiiiimiiiiiiiiiii 


$1 1,944 

11.1% 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin 


100.0 

iiiiiiiiiiiiiiiiiiiiiiiii i 


$26,918 

25.0% 

< mum i iiiiiiiiiiiiinii i 


100.0 

in : .... rm i'. 


$21,276 100.0 

19.7% 

w nli i <i 


$107,842 
100.0% 


100.0 

, 



NOTE: In reading percentage figures above — the red percentage figures add up to 100% when read across the chart; the black percentage figures add up to 100% 
when read down the chart. For example, the percentage figures for daytime announcements should be read as follows: R*xl — "39.0CJ of all daytime spot tv buys 
were announcements." Black — "31. 2% of all spot tv announcement buys were during the day." Percentage figures In bottom line represent breakdown of all spot 
buys by type of buy. l'ercontage figures In last vertical column represent breakdown of all spot buys by day-part (day. night, late night). 



i inn'. minium 1 1 1 in n i i j j jj j i in njui j m uiiiiir ltn i j jjhiii j i j n j iiin n j ii j j iiiiiii 1 1 1 j i iiiimimii i ii 1 1 j j j j jiiiii 1 1 j j ji ill jimii i ii 1 1 n J J i J Jim ■ mu J J J jiiiiiii miiii n m i> i n m j j i j j jiiii ■ m j j ju j u mi m nu-: . nr:— m < n i ■ i nrrni i n inn n i u:> > inn i mm n 1 1 n mi n 1 1 in ioiii 1 1 n i) nt ■ 1 ' n m in mi j miiniT^ 
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They may laugh 
when you sit down 
at the tuba, but... 



Nielsen proves you're right 

about WKZO-TV 

in KALAMAZOO - 
GRAND RAPIDS 



WKZO-TV delivers more viewers nighttime DAILY than the second station delivers 
MONTHLY, day or night! Ask Avery-Knodel for ALL the comparisons! 

NIELSEN NCS No. 2, NOVEMBER, 1956 




Station 


No. of 
TV Homes 
in Area 


Monthly 
Homes 
Reached 


DAYTIME 
Weekly 1 Daily 
NCS NCS 
Circ. 1 Circ. 


NIGHTTIME 
Weekly Daily 
NCS NCS 
Circ. Circ. 


WKZO-TV 
Station B 


633,120 
512,980 


489,170 
372,000 


421 ,820 
310,720 


292,720 
203,1 70 


464,530 
348,140 


378,080 
278,660 



WKZO-TV — GRAND RAPlDS-KALAMAZOO 

WKZO RADIO — K ALAMAZOOBATTLE CREEK 
WJEF RADIO— GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
XOLN-TV — LINCOLN. NEBRASKA 

Auoci«ttd with 
VVMBD RADIO — PEORIA. ILLINOIS 



wrzo tv 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 

Kalamazoo-Grand Rapids and Greater Western Michigan 

Avery-Knodel. Inc.. Exclusive National Representatives 
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SPOT TV BASICS continued 



How nighttime and daytime viewing varies in different U.S. time zones 



Tv sots in use by zones, Dee, 1956, Sunday thru Saturday evening 



Charts at right and immediate}) below 
are based on ARB. Figures are aver- 
ages based on the first quarter hour 
follow in» the hour. U.S. data refers 
to Eastern time across the country. 
Note that differences become sharper 
as the nighttime hour becomes later 



ZONE 


7 PM 


8 


9 


io 


1 1 


MID. 


U.S. 


38.8 


60.8 


61.0 


59.9 


40.6 


19.6 


Eastern 


46.4 


71.3 


68.5 


62.4 


39.6 


12.4 


Central 


54.1 


55.0 


55.9 


39.8 


14.4 


4.9 


Pacific 


60.4 


65.8 


61.4 


47.2 


19.5 


7.8 



Tv sets in use by zones, December 1956, Monday thru Friday daytime 



ZONE 


7 AM 


8 


9 


io 


1 1 


N 


1 PM 


2 


3 


4 


5 


6 


U.S. 


3.1 


8.7 


9.0 


12.0 


13.3 


17.0 


12.2 


10.8 


14.5 


17.7 


25.4 


30.2 


Eastern 


5.9 


12.8 


10.5 


13.3 


15.8 


21.7 


11.0 


9.7 


13.8 


18.6 


34.3 


36.4 


Central 


6.3 


10.3 


13.4 


11.8 


12.7 


15.2 


11.9 


14.0 


16.7 


18.1 


28.1 


31.4 


Pacific 


2.8 


7.3 


10.9 


9.2 


11.5 


19.1 


17.3 


11.2 


11.3 


20.5 


40.9 


45.0 



How late night weekend viewing compares with weekday by U.S. time zones 

HIITI' 1 'MI|||||||HIIIU||r " ""^IHI!llllllll|i||in y,, ^i^^||W|||HnBH l *^"~™"l!!| Ml IT" ■'"■^^mnw^-^M^— — ^^^M 

Tv sets in use by zones, Dec. 1956, 11:15-11:30 p.m. 



While it is not news that late night 
weekend viewing is higher than late 
night weekday viewing, adjacent 
charts show actual differences. Fig- 
ures also show significant differences 
on weekend among time zones, partic- 
ularly after midnight. Source: ARB 





MON. 


TUES. 


WED. 


THURS. 


FRI. 


SAT. 


SUN. 


Eastern 


18.5 


16.7 


17.1 


15.2 


23.7 


29.4 


19.4 


Central 


1 I.I 


9.8 


9.1 


1 1.2 


15.9 


18.9 


12.9 


Pacific 


14.8 


16.5 


14.8 


15.9 


18.7 


24.6 


14.1 



mini* 



T\ sets in use by zones, Dec. 1956, 12:15-12:30 a.m.* 





MON. 


TUES. 


WED. 


THURS. 


FRI. 


SAT. 


SUN. 


Eastern 


10.1 


8.6 


9.6 


7.4 


15.9 


18.7 


10.1 


Central 


4.3 


6.3 


3.7 


5.0 


9.8 


13.3 


4.8 


Pacific 


1.8 


1.8 


1.7 


2.9 


6.3 


5.2 


5.9 



■ J > i»> neadiriRS refer to next day, i.e.. Monday >ets- hi- use flumes are actually early Tuesday muming. etc 
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I 
I 



■ 



V 

«* 



1 



ft. bragg 



* ' 

• I 
\ » 
I' 



!# 



X 

\ 
\ 
I 



durham ' \\ 
' 11 



sanford 



*J chapel hill 



! pinehurst 
southern pines 



" Salisbury 



# 



i 
i 
i 



i 
f 
i 

■ greensboro 

■ - — ^. 



!■ winston-salem 



high point # 
I 



# 



ftr 
■ 



burlington 



i # 
i f 
i * 

i 

■ 



0 

V 



m 

reidsville 



danville, va. 



wf my-tv 
maximum 
power on 
channel 2 
greensboro, n. c. 




martinsville, va. 



on the ball • • 




Take advantage of WFMY-TV's on-the-ball coverage of the Prosperous 
Piedmont section of North Carolina and Virginia and watch your sales and 
profits grow. You'll like the way the ball bounces here in the industrial 
South where complete coverage of the area is delivered only by 
WFMY-TV. Call your H-R-P man today for full details. 



50 Prosperous Counties • 2 Million Population 

$2.5 Billion Market • $1.9 Billion Retail Sales 



ujf my-tv 




WFMY-TV . . . Pied Piper of the Piedmont 
"First with LIVE TV in the Carolines" 



GREENSBORO. N. C. 

Represenfed fcy 

Harrington, Righter & Parsons, Inc. 

New York Chicago — San Francisco Atlanta 



Basic 




Since 1949 
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SPONSOR ASKS 



How can agencies get the best out of the talent 

they use in commercials 




Barbara Ellers, television actress 
Organization is one thing. Most of the 
commercial jobs I've worked on have 
been well-organized: the copy has been 
on time and everyone knew what he 
was doing. Being part of a well-oiled 
machine has an effect on the actor. It 




"the performer 
has little 
chance to assist 



communicates confidence, but ever) 
once in awhile you get onto a wild 
set where everything is haywire. Cop) 
is unfinished, everyone has different 
ideas, the air is heavy with indecision 
and there are just too man) cooks for 
the broth involved. It helps the actor 
with his characterization and sales 
technique if the tensions of disorgani- 
zation are absent. 

Actors tend to have confidence in 
people who have confidence in them- 
selves. They will more readily accept 
direction when one part of their mind 
is not wondering. "I wonder if this 
person knows what he's doing?" As 
a general rule, happily, most commer- 
cial productions run off like clock- 
work. 

As one of the participants in a com- 
mercial, 1 like to feel part of a team. 
I take the natural pride of a member 
of the group and feel flattered when 
I am taken into confidence. An actor 
is. after all. just another technician on 
the set. Just as the cameraman's con- 



sulted with regard to the most inter- 
esting angles and animators are con- 
sulted with regard to the most saleable 
art work, I feel that the actor should 
be consulted when it comes to the mat- 
ter of delivery. Actors have a back- 
ground of dramatic training and ex- 
perience which I feel can be of 
tremendous help to the producer. How- 
ever, the performer is sometimes given 
small chance to assist. Whereas others 
are consulted, he is simply told. 

Actors are as interested in the suc- 
cess of the production as the rest of 
the crew — they should be invited to 
use their experience and initiative. 

Constance Clausen, television actress 

I can give my best performance under 
these circumstances: 

1. When I know the product. Not 
just the lines of a commercial . . . but 



"we should 
have knowledge 
of the product" 




what I am selling and who I am sell- 
ing to. A firm does not send a sales- 
man out without instructing him in the 
use of the product, its merits, and its 
advantages over competitive items. I 
believe that we — who sell to Iiteralh 
millions of consumers in the intimacy 
of their homes — should have an equal- 
lv firm knowledge of the product. 

2. W hen sufficient time is allowed 
to work on the copy, in the same way 



that 1 work on a pait or characteriza- 
tion in a dramatic show. There must 
be these questions in the actor's mind 
with each line he utters: What am I 
selling? To whom am I talking? Why 
is this product better? 

It is essentially the same work along 
different lines that the actor goes 
through to build his character. 

It is often impossible for the agency 
to get final copy until the last moment. 
I have sometimes asked for and re- 
ceived, however, working copy that 
had not been yet given the final okay 
— since it is easy for a trained actor 
to learn last-minute script changes and 
far more sensible than learning the 
entire group of commercials on the set. 

A friendly atmosphere on the set 
and a feeling of mutual respect and 
confidence can often make the differ- 
ence between just a job and a really 
good job well done. 

Susan Strong, television actress 

What can the agency do to get a better 
performance from the actor? First of 
all, they can improve audition proce- 
dure! The actor's reading is the most 
important performance for him be- 



"improve the 

audition 

procedure'' 




cause it means '"getting" or "not get- 
ting" the job. Any help the actor can 
get from the agency — in the audition 
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and tin- final job will breed good re- 
lations, ease, and in the long run, a 
batter performance. 

Mere are a few DO's and DO VP's 
that lnav help the audition situation: 
1)0 {live the actor a chance to read tin- 
copy over several times and if possible 
aloud before meeting the client. DO 
let them see a story board before read- 
ing it helps to clarify what the client 
wants. 1)0 tell the actor what type of 
commercial is wanted: straight sell, 
conversational, bright, etc. Capable 
actors are able to read copy in mativ 
different ways; in allowing them to 
read more than once, the agency will 
find other and varying qualities. 
DON'T read the inflection for the ac- 
tor to mimic. 

Tor a camera audition or tin; actual 
performance DO let the actor have the 
completed copy at least two days be- 
fore shooting. If it is absolutely neces- 
sary to change copy, 1)0 gives the ac- 
tor ample, '"quiet" time to absorb it. 

There are many DO's and DON'Ts 
on both sides of the fence — the key 
work is cooperation. The actor is not 
a product, he is human — and if treated 
as such can do a better selling joh. 



Frank Mi la no, voices specialist 

From the actor's point of view, the 
building of a good sound track is often 




"you can talk 
a n ay a lot 
of time" 



made easier when the following things 
happen. 

1. The voice characters are broadly 
set at a preliminary reading session 
before hitting the studio. With the 
whole wide world of sound to choose 
from. you can talk away a lot of time 
trying to select the rinht voice durina 
rehearsal. 

2. The music is recorded separately. 
It costs money to keep a room full of 
talent standing by v\hile the music men 
"Take it again from the top." 

3. The producer is alert to take ad- 
vantage of the "happy accident" or 
last-minute brainwave. Example: we 
were doing a final take on a rhyming 
Valentine watch commercial. Some- 




body had the idea that the mp\ might 
sound great if we whisprml it. It did. 



Hugh Downs, lelnnion wu>r 
It might seem that the agency could 
get the best performance from the 
actor as such by the same methods a 
good dramatic director gets from a 



"'as much 
work goes 
into a good 
commercial' 



player: by making sure he understands 
the character in the role: b\ avoiding 
pressures and fending olT distractions 
by alternating judicious goading with 
tactful handling and b\ inspiring to 
peak effort with leadership. 

Hut the big stumbling block is the 
many hands the commercial must go 
through before it appears as a finished 
product. Many a well-conceived and 
well-written commercial has been a 
"bomb" on the air and second-guess- 
ing has failed to pin the blame on 
casting, directing or attitude. As much 
work goes into a bad commercial as 
into a good one — often more. 

With this complexity a fact of life, 
the important ingredient in successful 
tv advertising is follow-through. It is 
possible for someone from the agenc\ 
to get to the actor, the last link in that 
long chain and without ever violating 
union rules or being gauche give a 
helping hand to his interpretation. It 
requires tact of course actors are 
sensitive people or thev wouldn't be 
able to act — but by and large they are 
genuinely grateful for direct knowl- 
edge of what the manufacturer of this 
stuff had in mind with this commercial 
in the first place I the first place may 
be a far cry from the message by the 
time it gets to the actor). .Main agen- 
cies follow through in this manner 
and their commercials show it. 

However, if nobody but a show- 
pressured director who got it fourth- 
hand cares what he does with the com- 
mercial, why should the "endman "? 
Any performer old enough to know 
how bread is buttered will not deliber- 
ately slough off a commercial, but a 
simple direct word to him makes a 
world of difference. ^ 



5>ir Bnm\ 

s <rRlPPETH 

NO. CENTRAL 

WISCONSIN ON 

WSAU-TV 





Represented by 

THE MEEKER CO INC or HARRY HYETT 

*With only 1_8 class "C" announce- 
ments .... 66,520 BUTTERNUT 
COFFEE can strips were sent to 
WSAU-TV. 

Alfho ALL North Central Wisconsin 
was stripped — there's still plenty of 
COVERAGE: 

population 540,420 
total retail sales $567,064,000 

GROSS FARM INCOME $207,408,000 

SOURCE 1956 SRDS ESTIMATES 

of Consumer Markets ' 



tn5nu- 




WAUSAU, WIS 

OWNED AND OPERATED BY 
WISCONSIN VALLEY TELVlSlON CORP 
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>5o Matter 
How, 



You 
"Measure It 

WKRG-TV 

is out in front in 



PIN QC Telepulse (Sept. 

lULOL '56) shows WKRG- 
TV leading in 275 
quarter hours to 171 for Sta- 
tion "X". The night time lead 
is most one-sided, 117 to 48. 



mri PTIJ The 1956 Nielsen 
I1ILL0LI1 Coverage Service 
shows WKRG-TV 
leading in every department 
. . . covering 33 eounties to 
26 for Station "X", with 
45,000 extra homes in Chan- 
nel 5's Nielsen Coverage 
Service area. 



A. R. B. (Nov. '56) 
shows Channel 5 
pulling even further 
ahead, leading in morning, 
afternoon and night . . . and 
with 10 of top 15 shows in 
Mobile. 





V 



Reps: 
Avery-Knodel 



Mr. Sponsor 



David Burke : tv must be wholesome 

I think there are few sponsors who have as tight control over 
their network tv show as we do on General Electric Theater." savs 
Dave Burke, manager of institutional programs in General Electric- 
Co. 's public and employee services. 

Not only does BBDO. GE's agency, exercise a close control through 
its production and script supervision, but GE executives themselves 
review each script for company policy and audience-appeal. 

The main purpose of General Electric Theater on CBS TV Sun- 
days is public relations advertising. On 3 March. GE introduced its 
first product commercial into the program, but on the whole, this 
network show will continue to carry mostly public relations or 
'"corporate" advertising rather than direct product sell. 

Beeause of its close identity with the "corporate entity" of 
General Electric, the show and not just the commercials, according 




"You can't keep tv shoiv control via the long distance phone," says GE's Burke 

to Burke, must reflect the "■atmosphere and corporate entity of 
General Electric." 

'"We influence the program in terms of format, script and cast- 
ing," he told sponsor. "And our major aim is to relate General 
Electric, as a big American corporation, to the good of the many — 
its fulfillment of a social obligation to American society. 

In terms of paid advertising, this means that GE looks for circula- 
tion with its network tv show and wants a fairly evenly split family 
audience. GE's research shows that the program's been reaching 
38 million viewers weekly this season, at a $2.50 cost -per- 1.000 
viewers (Nielsen AA), both figures contributing to Burke's en- 
thusiasm for the show. 

"Our tv effort had represented five-sevenths of our total corporate 
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Nielsen Coverage Service 
No. 2 survey shows 

. . . that WSB-Radio delivers more audience 

than any other radio station or established 

combination of radio stations in Georgia. 

This dominance exists not only in 

WSB-Radio's total coverage area, but also in the 

60-county Atlanta retail trading area, 

in the 27-county Nielsen NSI area, and in the 

4-county Atlanta Metropolitan area. 

Ask your Petry man to show you all the facts. 

WSB radio 

The Voice of the South Atlanta 



"While Columns" 
is the borne of 
WSB Radio and WSB-TV 




NBC affiliate. Affiliated with The Atlanta Journal and Constitution 
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TAKE A 




As any old riverboat-man will 
tell you, the best channel runs 
deep and lets you travel fastest. 
Same is true today with tele- 
vision throughout this busy Ohio 
River Valley of ours. 
No advertising medium gives 
you such smooth sailing into 
over 100 of its high-producing 
counties as WSAZ-TV ... no 
station's influence runs so deep 
with almost three-quarter million 
TV families comprising Amer- 
ica's 23rd television market. 
Today the nation's heaviest con- 
centration of industry crowds the 
banks of the Ohio — generating 
within the WSAZ-TV area a buy- 
ing potential nearly /our billion 
dollars deep! You can reach it 
surely via WSAZ-TV's Channel 
3, without fear of shoals, snags 
or backwaters. You'll travel, too, 
in company with many of Amer- 
ica's most successful advertisers. 
Any Katz office has the latest 
soundings for your inspection. 




HUNTINGTON-CHARLESTON, W. VA. 

Affiliated with Radio Stations 
WSAZ, Huntington and WKAZ. Charleston 

LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 




Mr. Sponsor continued 



budget. Now that we're planning to give some of our time over to 
product advertising, tv will represent onl\ one-third of our corporate 
budget." 

The corporate budget Burke's referring to is, of course, distinct 
and separate from the divisional advertising budgets, hut it's as 
large as that of the largest GE product division. It's Burke's policy 
to insure the effectiveness of the network tv budget through con- 
tinuous testing. 

''We have Gallup-Robinson to do penetration studies on each of 
our commercials, and since we don't repeat commercials, this means 
a lot of testing." he told SPONSOR. 

"Recall" figures the Psychological Corp. sends to General Electric 
are another check; Burke can tell pretty well how each commercial 
went over. For instance, in November 1956 GE ran a commercial 
on progress through electricity. Among non-viewers of the General 
Electric Theater, onl\ 21 T identified the "progress" slogan cor- 
rectly. On the other band, 52.2'? of the GE Theater viewers knew 
whose slogan it was. 



Public relations advertising does pave the wav for sal 



es 



"Occasional)- we get a good response from dealers on some of 
our commercials, but that isn't our objective." says Burke. When 
we showed on tv how GE tests all its appliances, the dealers were 
pleased, of course. Inevitably, this corporate advertising does create 
a good climate for the product selling that the divisions do. None- 
theless, this pre-selling is a by-product, not an objective for our 
particular advertising."' 

Burke got into GE advertising management via the firm's busi- 
ness training course which he entered in 1941. After the war. he 
moved into advertising and sales promotion, into apparatus copy 
writing and finally into the motion pictures aspect of GE apparatus 
sales. Since 1954, he's been working in the firm's corporate ad- 
vertising section, which he now manages. 

"You can imagine that we don't want morbid, down-beat stuff 
on tv. since our commercials stress the progress Americans have 
made through electricity," he told sponsor. "There has to be in- 
tegration between the script and the message on other scores too. 
For instance, when we showed a Western which tended to appeal 
to more men than women, we put in a message on defense." 

A stocky man of medium height. Burke looks the part of the 
business rather than show-businessman. He talks softly and fast, 
frequently with an eye on the clock to keep from being late on his 
tight round of agency and network meetings when he's in New 
York. 

"Somehow I seem to breathe easier in Schenectady," he savs. 
'It isn't so much a matter of having more time up there. But when 
I'm here Em more aware of the things that have to get done back 
in the office." 

But the tight show control and constant researching of com- 
mercials and media buying as well, keeps Burke virtually commuting 
to New York. "You can't have control on a long-distance phone," 
he says. 

Sometimes, however, he admits that's a temptation. "It would be 
prettv nice to just sit at home with my wife and the kids, watch the 
show, pick up the phone and leave it at that. ' ^ 
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GREATEST 
TELEVISION 
k COVERAGE 
THE WORLD! 
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TV GOLF COVERAGE 
IS CALLED BEST EVER 

'The greatest television coverage In the world." 
That's what Bob Toskl, Chicago, tald Monday as ba 
made bis first appearance at the Houston Open golf 



tournament at Memorial Park. 

Toski, 1955 of the world's champion- , 
ship tournament at Chicago's Tam J»*. 
O'Shanter, was scheduled to pUy In the 
Houston Open but a severe attack of 
virus kept him in bed at his Shamrock 
Hilton Hotel. 

"I watchel Thursday's, Friday's and 
part of Sunday's rounds on TV and let 
me tell you that Channel 13 did a tre- 
mendous job od coverage of the tourna- 
ment. I've never seen anything like it, and that includes 
the National Open." Toski said. 

The little links wizard showed up at Memorial Park 
for the last nine holes and said he hoped to be able, 
to play in the Baton Rouge Open starting Thursday. 



.1 



i Howie Jobnsoo. 
^red in the last 
and 



also was out in 31 and long 
ne shot ba' 



Reprinted from Ihe Houston Chronicle, Feb. 26. 1957 



And it didn't just happen. Weeks before the firsl pro teed aff, KTRK-TV's 
"pros" were paring aver the map yau see, planning camera placement, and 
introducing a mobile coverage concept ta give Falstaff and the viewers an 
outstanding show. When the last putt dropped, pra and public alike were 
unanimous in their accolades. Just one mare example that KTRK-TV's better 
planning, better showmanship and greater concern far the best interests af 
advertiser and public alike add up ta Houston's best buy 



KTRK-TV 

THE CHRONICLE STATION, CHANNEL 13, 
P. 0. BOX 12. 

houston 1, texas abc basic 
Houston consolidated 
television ca. 

General Manager, Willard E. Walbndge 

Commercial Manager. Bill Bennett 

NATIONAL REPRESENTATIVES: 

GEO. P. HOLLINGBERY COVPANY, 

500 Fifth Avenue, 

New York 36, New York 
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Because ... in Memphis . . . < Dkere6 more to dee on Channel 3" , . . 



MA 



32.3 



11 STATIN (j 

28.6 



sunn. Sun - lMU Sal ' 



MEMPHIS' 




Number 1 



ST 



S^ 



T\0^ 



ST K 



T\0^ 



$1* 





Delivering top coverage of the great Memphis and Mid-South Market 
with: I. Top Shows! 2. Highest Antenna ( Feet Above u 3 Fu || p , 

1 * mean oea Level / 



CBS 

TELEVISION 




WREC TV 

CHANNEL 3 MEMPHIS 



Represented Nationally by The Katz Agency 
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/ ueelih haling uf changes 
tn tlir tiilvfrtistng ami broadcast fiel'ls 

NEW AND RENEW 



NEW ON RADIO NETWORKS 



SPONSOR 

Amer Home Foods, NY 

American Institute Mcns-Boys Wear, Cgo 

Beltone Hearing Aid. Cgo 

Carling Brewing, Cleveland 



Carter Products. NY 
Ccncral Foods. White Plains 

La Choy Food Products. Chi 
Minn Mining & Mfg. 5t Paul 
North Amer Philips, NY 

Park & Tilford 'Tintex,' NY 



Quaker State Oil, Oil City, Pa 



R. |. Reynolds, Winston-Salem, NC 
5hick Inc. Lancaster, Pa 
Waterman Pen, 5eymour. Conn 
Waverly Fabrics Div, F 5chumacher, NY 



AGENCY 

Y&R 

BBDO. Cgo 

Olion & Bronner. Cgo 

B&B. NY 



5SC&B. NY 
Y&R. NY 

FC&B. Chi 

BBDO, Minneapolis 

C | LaRoehe. NY 

Emil Mogul, NY 
K&E. NY 



Esty, NY 

Warwick & Legler, NY 
F D Richards. NY 



STATIONS 

CB5 23 
NBC 155 
NBC 176 
ABC 



ABC 
CBS 201 

ABC 
CBS 201 
CB5 201 

NBC 



MBS 



NBC 178 
NBC 155 
NBC 155 



Ehrlich, Neuwirth & 5obo, NY NBC 155 



PROGRAM, time, itort, duration 

Wendy Warren. W-Th 12 10-12 15 pm. 6 M.ir 13 wks 
Monitor, Weather;' 14 partic per wknd 17 Aug 10 wks 
One Man's Family: I partic per pgm . 15 Mar 2 pgrm 
Martin Block. 20 5-min pgms, 15. 16 22 23 Mar 19 20 

April; 24. 25 May; 28. 29 |une, 19 20 |uly 30 31 Aug 

various time periods 
Breakfast Club; Th 9-10 am; 1 seg 14 Feb 
A Codfrey Time; Th 10.30-10:45 am; every 4th F 11 15 

11 :30 am, 7 Mar, 52 wks 
Breakfast Club; M.F 9.15-9.20 am. W 9 55 10 am 1 M.ir 
Amos 'n" Andy; 5-min segments; 3 March; 4 wks 
Herman Hickman Sports: M-W-F 7-7:05 pm 18 Mar to 13 

Dec Iwith hiatus); 26 wks 
Woman In My House (139 stns) ; Pepper Young's Family 159 

stns); Hilltop House (146 stns), total of 30 partic, 12 

Mar 

Sports Flashes with Frank Frisch; 6 5-min pgms per wknd 
iSat: 12:05-12:10 pm, 5:05-5 10 pm, 9:05-9 10 pm. Sun 
1:05-1:10 pm, 5:05-5:10 pm, 9:05-9:10 pm), 13 Apr 
through baseball season lapprox 26 wks) 

News of World; M-F 7:30-7:45 pm: 11 Mar; 26 wks 

Monitor; 40 partic per wknd; 9 Mar; 2 wks 

Monitor, 'Bob & Ray;' 10 partic per wknd; 15 Mar, 13 wks 

Monitor, 'Fashion Newscasts;' 10 5-min pgms per wknd 6 
|uly: 7 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME FORMER AFFILIATION NEW AFFILIATION 



Matt Boylan 


|. H. McCillvra. NY, sis exec 




Boiling Co, NY, sis staff 


Mrs. Edward H. Butler 


Buffalo INY) Evening News, prcs 




Same, plus vp WBEN-AM-FM-TV 


William Carlisle 


NARTB, Wash, DC. field representative 




Same, mgr station relations 


Harry 1. Clarkson 


WMAL-TV. Wash, DC, director 




Same, program director 


|ohn Curtis 


WABD (tv), NY, sis rep 




WABC-TV. NY. dir sis dev & research 


Edmond L. Feeley 


KCOY, Santa Barbara, sis mgr 




KEYT (tv). Santa Barbara, northern sis mgr 


loscph K. Fletcher 


WCAU-TV, Phil, sr acct exec 




Peters, Criffin. Woodward, NY. tv acct exec 


5am Cifford 


WHAS, Louisville, pgm dir 




WHAS-TV. Louisville, pgm dir 


john T. Criffin 


KTVX (tv), Tulsa, pres 




Same, chmn bd 


Ralph Hansen 


WHA5-TV, Louisville, pgm dir 




KYW-TV. Cleveland, pgm chief creative art dir 


Walter C. Johnson 


WTIC. Hartford, sec, dir & asst gen mgr 




5ame, vp & gen mgr 


Arnold Kaufman 


RKO Teleradio Pictures, exec aide to pres & 


bd chmn 






T. F. O'Neil 




Same, vp 


lames C. Leake 


KTVX (tv), Tulsa, vp 




Same, pres 


Stanley Mills Haggart 


Free lanee art director 




Robert Lawrence Prod. NY 


Mitchell Krauss 


WIP. Phil, sis acct exec 




Same, dir sis promotion 


H. | Lovcll 


WKY-TV, Oklahoma City, chief engineer 




WKY Tv System, dir teen opns 


Dave Maxwell 


KBIF, Fresno, mgr 




KFRE-AM-TV. Fresno, ntl sis staff 


William P. Mullen 


ABC-TV. NY. acct exec 




ABC-TV, Detroit, sis mgr 


Barnard L. Mullins 


WTIC, Hartford, dir pub rel 




.Same, vp 


Leonard |. Patricelli 


WTIC. Hartford, pgm mgr 




Same, vp 


Philip Richtseheidt 


WPAT. Paterson. N|. sis staff 




Ceorge P. Hollingbery, NY. tv sis staff 


Chet 5immons 


O-F-S. NY, timebuyer 




Sports Pgms Inc. NY, adm asst 


Willard S. Smith 


W|BK-TV. Detroit, promotion-mcrehandising 


mgr 


Same, sis staff 


Sam 5erota 


WIP. Phil, dir spec events 




Same, plus dir pub rel 


Mike Shapiro 


_ KTVX itv). Tulsa, mng dir 




Same, plus exec vp 


Cilbert H. Spector 


WIP, Phil, dir promotion-pub rel 




Cilbert H. Spector Public Relations. Phil, owner 


Robert C. Spiclmann 


NBC Radio. NY, soot sis staff 




Ceorge P. Hollingbery. NY. tv sis staff 


Clyde R. 5pitzner 


WIP. Phil, com mgr 




Same, plus member bd dir 


Arthur M. Tolehin 


WMCM, NY, director 




Same, vp 


Ceorge Walsh 


WHAS, Louisville, sports dir 




Same, pgm dir 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME FORMER AFFILIATION NEW AFFILIATION 



Fred Barrett 


BBDO. NY, vp in charge of media 


Same, plus member bd dir 


Woodrow Benoit 


Y&R. NY, radio-tv dept 


|WT. NY. gp head in radio-tv dept 


Dennis Beaumont 


Cormack-lmse, Milwaukee, acct exec 


Ruthratiff & Ryan. Cgo. acct exec 


Len Carey 


BBDO, NY, acct supervisor 


Same, plus member bd dir 


Richard F. Casey 


National Analysts, NY, sr research exec 


B&B. NY. research dept project director 


R. B. Collett 


Y&R, Toronto, vp-mgr 


Lever Bros, Toronto, marketing div advertising advisor 


|. R. Conroy 


C'ant Adv, Detroit, pub rel 


Same, plus vp & dir 


Frederick | Dixon 


"uller & Smith & Ross. NY, copy dept 


Wm Esty. NY. asst acct exec 


Harry C. Doolittlc 


Ted Bates. NY, copy gp supervisor 


Same, vp & creative supervisor 


Marshall Edingcr 


Grant, Schwenck & Baker, Cgo, media dir & acct exec 


Same, vp 


lames D. Evans 


Lynn Baker, NY. acct exec 


Same, vp & exec supervisor media dept 


Lucien Feldon 


Republic Pic Intl. gen mgr for British West Indies in charge 






of sis. adv & pub rel 


Robert Otto. NY. acct exec 


Norinc Freeman 


Western Adv. LA. media dir 


Same, plus dir of publicity 


Sidney Cathrid 


WIP. Phil, sis staff 


N. W. Ayer. NY, radio-tv dept acct supervisor & producer 






director 


Trevor C. Coodman 


Y&R, Montreal, acct supervisor 


Y&R. Toronto, vp & mgr 


H. Milton Curwitz 


Ruppert Brewery, NY, dir sis promotion 


Emil Mogul, NY. acct supervisor 


R. D. Hagcr 


Piedmont Airlines, Winston-Salem, NC. vp & asst to pres 


Agey Adv, Miami, vp 


Frederick R. Hansen 


Mussel M. Seeds. Cgo. media buyer 


Aubrey Finlay. Marlcy & Hodgson. Cgo, media & research dir 


A. Miles Hughcy 


North Carolina Assn Plumbing & Heating Contractors. 






Raleigh, exec sec & bus mgr 


Walter J Klein Adv, Raleigh, mgr of Raleigh office 


Mclvin (acobson 


F red Wittncr Adv. NY, mgr of media & research 


John Mather, Lupton, NY. media dir 


Tom Johnston 


Grant Adv., NY, pub rel 


Same, plus vp & dir 


Harry C. Kcbel 


Lvnn Baker. NY, acct supervisor 


Same, vp 


Donald |. Maggini 


K&E, NY, cood bus devlo 


Same, plus assoc supervisor regional offices 


William McCahill 


Broadcast Time Sales. LA. sis dept 


Bernard B. Schnitzcr, LA. vp & mgr 
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National and regional spot buys 
in work now or recently completed 



H SPOT BUYS 




TV BUYS 

TREND OF THE WEEK: Many advertisers are leaning toward 
short-term advertising campaigns with heavy saturation. They feel 
that they can get more for their money hy concentrating their adver- 
tising on a short period of time, rather than spreading it thin 
thoughout the year. Reasoning is that many impressions at one 
time are necessary to create desire and induce purchasing action; 
low-frequency advertising, even when long-range, is not seen hy 
enough people and lacks impact. Note helow the Ward Baking Co.'s 
campaign for its hread and cakes. 

Ward Baking Co., New York, is buying time in the 20 cities where 
its plants are located. Five week campaign begins 24 April to pro- 
mote its Tip Top hread and cakes. Average number of announce- 
ments per week in each market is 30. Most will be placed during 
daytime hours on Wednesday, Thursday and Friday. Announce- 
ments will be of different lengths and he on films and slides. Buying 
has not been completed. Buyer: Mario Kircher. Agency : J. Walter 
Thompson, New York. 

RADIO BUYS 

TREND OF THE WEEK: Advertisers introducing new feature in 
their products and/or products are adding live tags to their e.t.'s to 
identify dealers. Thus, good will is created with the dealers, the 
advertising has local identification, and the listener knows immedi- 
ately where he can purchase the product. Note below Casco Prod- 
uct Corp.'s announcements for its new Magic Brain electric iron. 

Casco Products Corp., Bridgeport, Conn., is going into the top 15 
markets to promote its Magic Brain iron. The campaign will begin 
in late March and run for 13 weeks. Minute e.t.'s with a live tag for 
dealer identification will be used. Advertising will sell the exclusive 
features of the iron: it automatically selects the right degree of steam 
and correct degree of heat with every kind of fabric. Buy ing is not 
completed. Buyer: Mary Franklin. Agency: Peck Advertising 
Agency, Inc.. New York. 

Shulton, Inc., New York, is entering 27 markets nationally to place 
advertising for its eight products. Announcements will rotate, with 
heavy concentration on its after-shave stick, deodorant, pre-electric 
shave lotion, and shampoo and hair tonic. The 13 week schedule 
begins 15 April; this is the second half of the campaign which hegan 
last fall. Average number of announcements in each market is five. 
Minute e.t.'s will be placed during early morning hours and late 
afternoons to reach a male audience; will he scattered Monda\ 
through Friday. Buying has not begun. Buyer: Joe Knapp. Agency: 
Wesley Associates, New York. 

Harold C. Ritchie Co., Inc., Clifton. New Jersey, is using radio 
to promote its Eno Sparkling Antacid in a San Francisco marketing 
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KOI N -TV 

"High man 

on the 

Totem Pole" 

in the 

4-STATION 

Portland, Oregon 
Market. 




Spot buys continued... 



test. Product was recently introduced to the area. Average number 
of announcements per week in this city is 18-24. Minute e.t.'s will 
he placed during daytime hours with a women's audience in mind. 
Schedule begins sometime this month. Buying has been completed. 
Buyer: Midge Crone. Agency: Atherton & Currier. Inc.. New York. 




CHECK THE RATINGS 

• 49.3% Share-of-Audience in 
Metropolitan Portland. 

• 13 of Top 15 Weekly Shows. 

• 8 out of Top 10 Multiweekly. 
Source: January 1957 Portland ARB 




KOIN-TVV 

Channel 6 

Portland, Oregon 




RADIO & TV BUYS 

TREND OF THE WEEK: Ad vertisers are usins unusual saturation 
techniques. To reach as wide an unduplicated audience as possible, 
they are advertising in some major markets on all stations. Note 
below Robert Hall Clothes' campaign: all seven tv channels and all 
11 metropolitan and suburban radio stations in New York; five 
channels and 14 metropolitan and suburban radio stations in Los 
Angeles. 

Sutton Cosmetics, Inc., New York, is buying minutes in both 
radio and tv for its stick deoderant. In radio, the campaign will 
begin 1 April in six markets; similarly for tv in Washington. D.C. 
Average number of announcements per week each market is 15-20. 
In July, the radio schedule will be repeated with five additional 
markets for 13 weeks; in television, St. Louis will be added for the 
same period. Because the advertiser wants to reach the working girl 
as well as the housewife, announcements will be spread throughout 
the day from 7 a.m. to 7 p.m. E.t.'s will be used in radio, film in 
tv. Buying has not begun. Buyer: Diane Neugarten. Agency: 
Lawrence C. Gumbinner. 

The Nestle Co., Inc., White Plains, is buying radio and tv in 
California. Oregon. Washington. Arizona, Nevada and Hawaii for 
its Decaf. This is Decafs West Coast debut. Campaign will continue 
through the end of the year. Intensive radio schedule will vary 
from 50 announcements per week in Portland to 250 in Los Angeles. 
About two-thirds will be e.t.'s, the rest live. Tv commercials will 
be on film and coverage will include participations each week in a 
series of established high-rated programs. Buying is completed. 
Agencv : Dancer-Fitzgerald-Sample, New York. Buyer: George 
Walker. 

Robert Hall Clothes, Inc., New York, is buying time on over 
300 radio and tv stations in 130 cities. Approximately 10.000 radio 
and 13,000 tv announcements per week will carry the advertiser's 
announcements. Plan is to reach 80% of the radio and tv homes in 
the country on a saturation basis. The schedule consists of all 
one-minute commercials; both live and e.t.'s for radio and film for 
television. Along with this regular campaign Robert Hall will open 
16 new stores nationally. Extra heavy promotion over and above 
their regular spring campaign is planned for these stores. Saturation 
plan for New York: all seven tv channels will be used, plus 11 
Metropolitan and suburban radio stations; in and around Los 
Angeles, five channels and 14 metropolitan and suburban radio 
stations will be used. Buying has been completed. Buyer: Jim 
Hackett. Agency: Frank B. Sawdon. Inc., ?Sew York. 
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WHO'S WW? 




Why, NT A, of course . . . 

with typical ratings on 
feature films like this: 



In Chicago 



31.6 Ratin 



88.5% Share 



(ARB) 



AVith the two bruisers shown above, you con't olwoys 
tell which one's on top, but in contests thot oren'f fixed, 
such os television, there's less confusion. 

For exomple: NTA's fobulous feoture films, which con- 
sistently oufrofe competition olmost everywhere. The 
figures etched upstoirs resulted when "Since You Went 
Awoy" was shown on Chicogo's WGN-TV, where it wos 
the city's top-roted feature film in December, olmost 



doubling the roting of the next best rated feoture film. 

That's typical of the rotings pinned to the mat by NTA's 
feature films from here to Cotalino. Why not... when 
they derive from not one but o whole slew of distin- 
guished producers, such os 20th Century-Fox, to nome- 
drop just o little. 

So who's on top in the roting story? Why NTA ond its 
buyer-stotions, of course! A coll, wire or letter con't hurt. 






'ATIONAL lELEFJLM DISSOCIATES, INC. 

60 W. 55th STREET • NEW YORK 19, N. Y. • PHONE: PLAZA 7-2100 
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ROANOKE- 

Bigger than 

RICHMOND? 





YES, BIGGER 

BIGGER than 
Richmond by 
12,800" 
Television 
Families/" 




•T«f«vision Mogonne, 
March, 1957 



Note — Use the count YOU fovor, 
but it's generally agreed that the 
ROANOKE TELEVISION market is 
sizeably ahead of the RICHMOND 
TELEVISION market. 

Check YOUR set count . . . 
then BUY Roanoke! 

Call, your nearest Peters, 
Griffin, Woodward "Colonel", 
— or WDBJ • Television! 



News and Idea 

WRAP-UP 



ADVERTISERS 

Robert Hall's spring push will use 
over 10,000 radio and 1,300 tv 
announcements per week. 
The campaign will cover over 300 ra- 
dio and tv stations in 130 cities. 

Extra heavy promotion above and 
beyond the regular seasonal promotion 
is set for 15 cities where 16 new stores 
are heing opened this month. 

Outstanding saturation campaigns 
are planned for New York and Los 
Angeles. In New York, all seven tv 
stations will be used, along with 11 
radio stations. In Los Angeles the box 
score is five tv stations and 14 radio 
stations. 

Noxzema and Mennen this week 
announced contest promotions in 
connection with their tv sponsor- 
ships. 

The details of each contest: 
Noxzema : Purpose is to launch a 
new package design and streamlined 
cosmetic jar. Accent on beauty usage 
of the product. Tied in with the Perry 
Como Shoic, NBC TV. 

Mennen: Called Good Health and 
Good Grooming the consumer contest, 
with a piggy-back retailer contest, 
serves as opening shot of summer pro- 
motion. Tied in with Wednesday Night 



Fights, ABC TV, and Robert Mont- 
gomery Presents, NBC TV. 

A permanent exhibit hall and a 
trade show combined in one pack- 
age is now available to the adver- 
tising industry. 

The Advertising Center, established 
in New York this week, offers exhibit 
space, a full-scale publicity program, 
conference room for meetings, plus 
many other sales promotion features. 

Larry Schwartz is president of the 
new center and Henry G. Burger is 
executive director. 

RCA Whirlpool starts its first con- 
centrated consumer ad program for 
its home appliances 25 March. The 
full line will be displayed on four NBC 
TV color shows. Producer's Showcase, 
Color Carnival, Perry Como Shoiv and 
Matinee Theatre. . . . Westinghouse 
is now seriously eyeing the hi-fi mar- 
ket. R. H. G. Mathews has been ap- 
pointed manager of the newly formed 
high-fidelity, radio-phonograph depart- 
ment of the tv-radio division. 

Dove becomes first Lever Bros, prod- 
uct to have exclusive representation on 
television when it takes over alternate- 
week sponsorship of CBS TV's Pri- 
vate Secretary, beginning 2 April. . . . 




KVOO & KVOO-TV, Tulsa, progress pic- 
ture of new broadcasting plant. Unique 
tower will stand 172 1 /£> ft. when completed, 
serving as microwave receiver for remotes. 



STORZ MANAGEMENT MEET in Texas 
(L to R) Todd Storz, Dale Moudy, Jack 
Sandler, G. W. Armstrong, Steve Labunski, 
Virgil Sharpe. Bill Stewart, Fred Berthelson. 
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ROANOKE, VA. 

Owned. and operated by 
the Times-World Corp. 



You could call it 




fIT 



- __' ea « m 7 periods 

station "B" has 1 

A «B Study . ' 




November 



I W Unil I ■ overwhelmingly dominates its home territory . . . 

and in 20 counties of its 41 county coverage 
WJ AC-TV serves 80 fo 100% of TV homes 




Here is Pennsylvania's 3rd TV Market 
with over a million TV homes . . . and 
WJAC-TV is the key to this rich and re- 
sponsive area. On its own "home grounds" 
WJAC-TV is far out front . . . and, at the 
same time, over this wide 41-county area, 
more than half a million viewer homes fol- 
low WJAC-TV three or more days a week. 
It's the efficient, effective, economical way 
to cover Southwestern Pennsylvania. 



80 to 100% 



20 to 80% 



Get all the facts from your KATZ man! 
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"Did you say 

11 consecutive 

months?" 




YES, MR. MEDIA BUYER, 

KVLC, Little Rock 

is undisputed TOPS in 
ELEVEN CONSECUTIVE 
MONTHLY HOOPER 
RATINCS! And leading in 
1 45 out of 200 quarter-hours 
according to PULSE Metro- 
politan Report! * 

•MONDAY THROUGH FRIDAY 
SIGN-ON TO SIGN-OFF 



ARKANSAS' 
ONLY MEMBER 
AIMS CROUP 



KVLC 





Get the KVLC SUCCESS STORY today! 
New York: Richard O'Connell, Inc. 
Dallas: Clarke Brown Company 

Chicago: Radio-TV Rep., Inc. 
Los Angeles: Tracy Moore and Asso. 



Brand Names Week will be observed 
2<5 April through 4 May this year. 
Focus on Personalities! Park & Til- 
ford has named Jack 11. Mohr to head 
up the Toiletries and Djestuffs divi- 
sion. Mohr is the former head of Len- 
theric. At the same time Fred Q. 
Swackhamer and Wiley F. Patton. both 
previously served with Lentheric, were 
appointed to the positions of advertis- 
ing-promotion manager and associate 
sales manager respectively. . . . Reddi- 
Wip has realigned its sales and mar- 
keting staff in preparation for stepped- 
up sales and advertising program. T. C. 
Thompson, former marketing director, 
has been appointed vice president of 
sales and administration. 

Arthur White comes from X. W. 
Aver to the marketing directorship 
and Bernard Alchon is new T merchan- 
dising director: he was previously 
sales manager of Py-O-My. . . . Bruce 
Underwood, v. p. advertising for 
Gruen. has resigned to start his own 
marketing consultation firm. 



AGENCIES 

BBDO is distributing a new fact- 
hook reviewing "advertising's 
three "M V : 

• Market: Statistical breakdowns on 
changes in population, income, con- 
sumer credit, wages, social security, 
education and advertising expenditures. 

• Marketing: Changes in produc- 
tion methods, competition, consumer 
buying and social trends. 

• Media: Dollars and volume data 
of tv, radio, magazines, newspapers, 
outdoor, car cards, business papers, 
etc. since 1946. 

New agency appointments: Brooke, 
Smith, French & Dorrance for General 
Electric's silicone products department 
. . . Allen & Reynolds for American 
Pop Corn Co. (Jolly Time). 
Reorganization and expansion at 
Ruthrauff & Ryan is in high gear. 

Management of the Chicago office 
will be taken over by H. B. Groseth as 
executive v.p. in charge. A committee, 
consisting of Groseth, R. W. Metzger 
and \V . 1). Watson, has been carrying 
out this responsibility for the past nine 
months. Metzger will now become 
chairman of the executive committee 
succeeding F. B. Ryan, Jr. who is re- 
tiring. (Ryan will continue to serve 
as a consultant and a member of the 
board of directors.) Watson will now 



function as v.p. supervising client 
services. 

In New York, Robert W. Watson 
has been elected chairman of the board 
at R&R succeeding Paul E. Watson 
who has retired. 

Jn Seattle, the F. G. Mullins Co. 
(newly formed agency) will take over 
as correspondent agency for R&R. The 
Mullins organization will take charge 
of R&R's present Seattle clients and 
will sen ice national accounts in that 
area. 

They hecame v.p/s this past week: 
Delbert J. Cook. Ruthrauff & Ryan; 
Spafford Eink. Ruthrauff & Ryan; 
James P. Shelley, McCann-Erickson; 
Roy Danish, Marschalk & Pratt; Ed- 
ward H. Calhoun. Cunningham & 
Walsh; Jack E. Rice, Jr., Cunningham 
& Walsh; Lee A. Terrill, Campbell- 
Mithun (as administrative v.p.). 
. . . Leo Burnett for Allstate Insur- 
ance Co. 

Dr. Donald R. Longman joins J. 
Walter Thompson as research director 
on 1 April. . . . Service on Planters 
Peanuts account has been shifted to 
the New York office of Don Kemper 
Co. Planters recently co-sponsored 
\BC TV's Eddie Fisher Show. . . . 
Ruthrauff & Ryan reports that sev- 
eral new accounts (identity to be kept 
secret for several months yet) will in- 
crease Los Angeles billings to over $5 
million before the end of the year. 
This increased business also signals the 
physical merging of M. B. Scott Co. 
and R&R in Los Angeles. 



NETWORKS 

Here's the box score of nighttime 
sponsored shows which have gone 
off since 1 October: 

ABC TV— 1 

CBS TV — 8 

XBC TV — 8 

Breakdown by t\pes shows quiz- 
panel shows leading the list with six 
casualties. 

Fall tv programing notes: At ABC 

TV the sponsorship line-up on Disney- 
land will include: General Foods, Gen- 
eral Mills and Derby Foods. (Derby 
is cutting back but not going off the 
show.) American Motors and Ameri- 
can Dairv will not he on the sponsor 
roster. . .'. At CBS TV The Twentieth 
Century will be the new series taking 
the place of Air Power-You Are There 
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WE'RE PROUD OF OUR 

"STEREOSCOPIC LOOK"! 



r 



A. R. B. 

NOVEMBER 1956 



PULSE 

OCTOBER 1956 



61% 

% 



MORNINGS MON. THRU FRI. 

AFTERNOONS mon thru fri 
EVENINGS sun. thru sat. 



\ 




Looking through our "stereoscope" is like 
looking through rose-colored glasses,- 
because it always tells the same old 

sweet story of Channel 10 supremacy! 

Combined ARB and PULSE 
Share of Audience 



OPERATED SHARE TIME BY WHEC-TV - WVET-TV ROCHESTER N Y 





NATIONAL REPRESENTATIVES 
EVERETT - McKINNEY • THE BOLLING CO., INC 



H 
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in the Sundav 6:30-7 p.m.- slot. Pru- 
dential will continue to sponsor. Uti- 
I'ont, which is dropping its DuPont 
Cavalcade Theatre on ABC TV. will 
sponsor 10 90-minute specials on CBS 
T\ next fall. The shows will be irreg- 
ularl\ scheduled and will lie live. . . . 
At NBC TV Pet Milk is expected to 
pull out as alternate sponsor of the 
George Gobel Show and status of the 
coined} series is in doubt. NBC TV 
has again signed the NCAA football 
games for the 1957 season. 

Current programing changes on 
network tv: ABC TV has bought 26 
HKO feature films and will schedule 
the package on Sundays 7:30-9 p.m. 
starting 7 April, This moves Amateur 
//our to the 9-10 p.m. period. Some 
of the RKO titles are "Abe Lincoln in 
Illinois;" "Bringing Up Baby." "Cun- 

ga Din. - ' "Top Hat." etc NBC TV 

bas scheduled Masquerade Party to 
fill the spot left vacant by the l/irarn 
Holiday Show on Wednesday nights. 
The panel show goes in unsponsorcd. 

Dragnet, one of the last series to 
make a big splash in radio (Dragnet 
bowed 3 June 1949). went off NBC 



Radio this week. I he Jack W ebb se- 
ries had until recently been sponsored 
on a participating basis, with Anabist 
the lone participant for the final show. 

ABC's appointment activity: J. 
English Smith as manager of tv net- 
work programs. New York, and Sandy 
Cunnnings as manager of tv network 
programs, western division. These ap- 
pointments reflect increased network 
programing activity. William P. Mul- 
len has been promoted to the position 
of sales manager for ABC TV's De- 
troit division. The Detroit sales divi- 
sion is a new arm for the network's 
tv sales organization. 

NBC TV's Club 60 now in its fourth 
week has picked up a total of 47 sta- 
tions. . . . National Association for 
Better Radio & TV prograni-of- 
the-year honors went to CBS TV's 
Our Mr. Sun. (Bell Telephone special 
program), and to NBC Radio's Biogra- 
phies In Sound. . . . Everett F. 
(Tommy) Tomlinson has been 
made general manager of Wayne Steff- 
ner Productions. Tomlinson will be in 
charge of all Steffner tv-radio proper- 
tics in Holl) wood, including You 
Asked For ft (ABC TV). 



Who Said the Lion's 
Share of Lehigh Valley 
Pennsylvania is a 
"ONE STATION" DEAL? 



THE 



WHOL 



STORY 



of this important industrial 
Allentown - Bethlehem market 
is yours for the asking from your 
Paul Raymer Representative or direct 



from 



WHOL 




' Allentown, Pa. 



V^r^ The "VIC" DIEHAA RADIO GROUP 

(The Best of Buys In Radio Represented by Paul H. Raymer Company) 

WHOL • WAZL • WHLM • WIDE • WVDA 

Allentown, Pa 



Hdileton, Pa. 
NBC MBS 




Bloomsburg, Pa. Biddeford Saco, Me. Boston, Mass. ABC 
MBS-Yankec 



TV STATIONS 

David Partridge, president of the 
Broadcasters' Promotion Association 
and advertising-sales promotion man- 
ager of Westinghousc Broadcasting 
Co., in a speech before the Ohio Asso- 
ciation of Radio and Television Broad- 
casters attacked advertiser-agency pro- 
motion contests as: 

"A not-too-subtle attempt to unduly 
influence a promotion manager to ex- 
ert a little more effort, spend a little 
more of his precious budget." 

Partridge said he's not opposed to 
contests "when they are directed to- 
ward the accomplishment of proper 
objectives." But he said he was against 
"'contests which pit station against sta- 
tion, to put forth extra effort in behalf 
of one advertiser at the expense of 
other advertisers." 

He suggested that promotion man- 
agers urge agencies to "devote their 
time, skills and expenditures on pro- 
viding sound, creative ideas and legiti- 
mate aids to promote advertiser's pro- 
grams and campaigns." (See SPON- 
SOR-SCOPE for agency reaction.) 

Tv applications: Between 4 March 
and 9 March one construction permit 
was granted and one application for 
a new station was filed. 

Application was made by TV-Rome. 
Inc., Rome, Ga., for Channel 9. Rome. 
12 kw visual with tower 320 feet above 
average terrain, plant $142,870, yearly 
operating costs $89,000. 

Construction permit went to Crosley 
Broadcasting Corp. for Channel 13, 
Indianapolis, permit allows 136 kw 
visual. 

The FCC has also ruled that Loyola 
U. can start construction inimediatelv 
on Channel 4, New Orleans. 

G.E. has re-assigned its broadcasting 
stations operations division to the ap- 
paratus sales division. J. Milton Lang 
is now general manager of the broad- 
casting stations operations and presi- 
dent of the Maqua Co. (printing sub- 
sidiary). . . . Sam Cook Digges, 
general manager of WCBS-TV. New 
York, in a speech before the BMI TV 
Clinic last week urged tv broadcasters 
to do a better job of "selling" their 
public service programing efforts to 
the public, press and government. 
KTBC-TV, Austin. Tex., will put its 
new tower into operation on 1 April. 
Tower stands 1.137 feet above ground. 
. . . Ralph Davison. Jr., is the new 
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WBAY 



- CH. 



> 

2 GREEN BAY 




GIVES PERSONAL SERVICE TO 



o 



'WHERE A MILLION PEOPLE ENJOY LIFE — (1) IN SMALL CITIES, (2) ON 
BIG FARMS. A SERVICE AREA, ACCORDING TO NIELSON, OF 59 COUNTIES. 
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hales manager at KT\ K, Denver. . . . 
George Greaves will take over the post 
of station manager KBLT-TV. Sacra- 
mento. . . . Ainpex has appointed 
Paul 0. Frinke director of video serv- 
ice engineering. Frinke will he in 
charge of training engineering repre- 
sentatives from tv stations who are 
Inning the new Ampex videotape re- 
corders. 



RADIO STATIONS 

Here's u unique merchandising 
plan for food and drug advertis- 
ers from K1MN, Denier. 

The station is maintaining a hack- 
ground music svstem in 24 Miller's 
Super Markets in its area. Music is 
fed to each market over telephone com- 
panv hroafleast lines. Then every 10 
minutes a commercial for a K1MN 
sponsor injected. These in-store an- 
nouncements are given hy the station 
at no additional cost. 

The station reports the storecasts as 
'"a most successful sales tool." All par- 
ticipations were sold out after the first 
month of operation. K1MN also says 
that it has heen able to get top na- 
tional advertisers who had previously 



KPRS 

is the KEY to 
Kansas City's 127,600 
Negro Market 



o 



n 



The ONLY station in the rich Kan- 
sas City Metropolitan area beamed 
exclusively to the Negro Market . . . 



KPRS 

1000 W. — 1590 KC. 
Kansas City, Missouri 

Represented nationally by 
John E. Pearson Co. 



heen interested in only tv and news- 
papers and national husiness had 
tripled in the first month. 

Promotion idea from WBT, Char- 
lotte. V C. : the station has made a 
deal v\ith Don Allen Chevrolet agencv 
to tag radios on each car sold with 
this message: '"Congratulations on 
vour purchase. W e know you will en- 
joy your car radio by staying tuned 
to 1110 for the finest in radio on 
WBT." 

WCLI. Corning. X. Y.. is sending a 
copy of the Tenth Anniversary issue 
of the "WCLI Transmitter" to 5,000 
advertisers, agencies, etc... in all parts 
of the country. The station originally 
went on the air with the call letters. 
WKNP-FM. It started with a five-man 
staff and operated six hours a day. It 
is now full-time and both AM and FM. 
WLEU, Erie, has a new manager, 
Gene Kline. Kline was formerly sales 
manager for WMCK. McKeesport. 



1 



enna. 



Bill W. Fillinghain has 



been promoted to general manager at 
WNAV, Annapolis, Md. 



FILM 

The audience appeal of cartoons 
to moppets is nailed down force- 
fully hy recent ARB ratings of 
AAP's Popeye. 

The average percentage rating (un- 
weighted) in 21 markets came to 16.2. 
Thev ranged from a high of 25.2 to a 
low of 10.6. Ratings are those most 
recently available and include Novem- 
ber, December and January. Most of 
the ratings were garnered in late after- 
noon periods. Competition included 
$64,000 Question and Mickey Mouse 
Club. 

In one market (Boston), a weekday 
strip of Popeye reached an undupli- 
cated cume audience of J 6.9. In Miami 
and San Diego, shares of audience 
were about SOT. 

iSTA's multi-faceted activities are 
set to he spurred hy further fi- 
nancing efforts. 

Stockholders will be asked at a spe- 
cial meeting on 1- April to approve 
1 1 I an increase in authorized common 
stock from one to two million shares 
and (2) conversion rights on any 
notes or debentures that may he is- 
suer! up to $') million. 

The prow statement to stockholders 



said most of the proceeds from sale of 
debentures would he used to retire cer- 
tain short-term debts and meet com- 
mitments connected with the purchase 
of feature films. 

Official Films is making a deter- 
mined push to deliver its Ameri- 
can Legend series to stations par- 
tially presold. 

Official's salesmen are contacting na- 
tional advertisers with the idea of sell- 
ing them the middle commercial plus 
opening and closing billboard in mar- 
kets of their choice. 

This sales plan is not a trarle. Offi- 
cial does the groundwork but the sale 
and clearance is actually made with 
the station. 

ABC Film's Douglas Fairbanks, Jr. 
Presents is very popular with the 
ladies. Telepulse audience composi- 
tion reports from April through No- 
vember 1956 show the number of wom- 
en per 100 homes watching the show 
ranges from 92 to 96. . . . Screen 
Gems sale of 50 Columbia features to 
WABC-TV. New York, portends fierc- 
er movie competition in the nation's 
No. 1 tv market. . . . WTOP-TV, 
Washington has bought 196 first-run 
features out of the Twentieth Century- 
Fox and United Artists packages. 

NTA's new sponsored movie series on 
its film network will feature Debra 
Paget and Jeff Hunter as hostess and 
host. . . . Dynamic Films* vice presi- 
dent Lee Bobker said in recent speech 
to the N. Y. Film Council that the 
growing importance of New York in 
the film industry has made it incum- 
bent on film producers in that market 
to finance their own product rather 
than wait for outside money. 



fate/ People are 
Looking mOK 




at 



BIRMINGHAM 

Alabama's tlBdt? in Television 

BLAIR-TV. 
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• ONE OF A SERIES 




American Meaf ,„„;,„,. 
Am.„ea„ Oil Company 
Amer,co " Tobacco Co 
Brock-Hall Dairy Co 

BUT' " 0 '*"" 0 " a "d Co 
Budweiser Beer 

Castro Convertibles 
Calo Dog Food 
Cerribelli Co. 
Chesebrouah-Pond's, , nc . 
Cosier Corp.-chrysler Div 
C °"'.nental Baking Co 
^rtis Circulation 
D.amond Crystal Sal, 
n ° 0,C,n Corporation 
D 'ackett Company 
Dromedary Dates 
Doffy-Mow Company 
Eveready Batteries 
E *-lax, Inc. 

'° rd D , ea ' e " Association 
General Foods Corp 

General Motors Corp 
G °°d Humor 
G-nd Union Stores 
Cu'f Oi, Corporation 
Robert Hall Clothes 
B - Cough Drops 

Household Finance Corp 
Jack & Ji'l Cat Food 



.^bler B ' JCui ' Company 
te *er Brothers X 
Tl 'me, Inc. 
l '9gett 4 MyerJ 

""coin-Mercury Corp. 
Martinson's Coffee 
^-Wand Pharmaceutical 
M «'es Shoes 
Monarch Wine 
Montebello li quorj 
Narragansett Brewi™ r 
National Biscuit Co 
"o'ional Cra„b 

<=»ne Company 
North American Dye Com 

P^kins Products Col P " 
Pill*k „. Company 
Pillsbury Pie C rust 

I] Pio ' ,nc orporated 
P '°u 9 h, Incorporated 
Readers Digest 

ShJTn , C ° ff & S ° nJ ' '"c 
She ' O.I Company 

S "nk,st Growers 

Te "ey Tea Company 

Te xas Company 

Grape Juice 
We ch Tomato Juice 
W ""e Rose Tea 
J - B - Williams Co. 

Pa "' ,a ' ° f W odv. r ,;, e r, . 




ly/c 



^joti re in 



ompctni^ on 



WAVZ 



WAVZ's success spells success for many of 
its national advertisers. That's why so many 
use New Haven's Number One* Station. 



Representatives: 



National: Hollingbery Co. 
New England: Kettell-Carter 



*October 1956 pulse 
WAVZ dominates every quarter hour. 




WAVZ 




7 »o «^>y 

152 TEMPLE STREET, NEW HAVEN, CONN. 

Donie. W. Kops, Executive Vice President and Genera! Manager . Richard J. Monanan, Vic. Pre.id.n, and Commercial Mana 8 .r 
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BMI 

Host it ties'' for 
April 

BMI's M-rics of program 
< <»nliimiti«->, enlitletl "Mile- 
stones," foetwes "'<• 
light on iiii|»«irt:iiit events 
ami iii«il»lcnis which have 
shaped the American srene. 
April'* rcl«n' feutnro five 
complete half -hour shows 

reatlv for immediate use 

moolh, well written 

seripls for a variety of 
use?. 

"APRIL FOOL'S DAY" 
April I, 1957 
"STRICTLY ABOUT THE BIRDS" 
(Bird Day) 
April 13, 1957 
"EASTER IS FOR ALL OF US" 
(Easter Sunday) 
April 21, 1957 
"TEXAS WINS ITS STAR" 
(Battle of San |acinto — 1836) 

April 21, 1957 
"FATHER OF THE WIRELESS" 
Gugliclmo Marconi 
Born: April 25, 1874 

"Mill--! »" >s available for 

rnnimrrfiul spon>»rsIiip «•«■ 

local station for details. 



BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL' 



ONE OF THE 

FIRST 100 MARKETS 




f *iS THE BO*° V 



WHBF 

RADIO & TELEVISION 
the station 
of marketing success 
in the Quad-Cities 




REPRESENTED BY AVERY-KNODEL, INC. 



COMMERCIALS 

Here's an advertiser who feels that 
the cost of a full animation com- 
mercial for only one-market use 
pays off in the long run. 

Frank Tavlor Ford, Los Angeles, 
ordered a 60-second animated com- 
mercial from Playhouse Pictures for 
use on oiil\ one station, KTLA. Play- 
house's president, Adrian D. Woolery, 
says that it was the first complete 
original animated announcement thc\ 
e\er produced for a one-market adver- 
tiser and aetuall) cost "more to pro- 
duce than some of our national spots 
for Ford. 5 " 

Woolery sees it as a trend in the 
animation field. "It is a marked depar- 
ture from the fender slapping, remote 
broadcasts we have been accustomed 
to."' The car dealer points out that 
while original costs were higher, tal- 
ent and remote fees were avoided and 
there's always the repeat value. 

If commercials were written like 
public service announcements, 
how would they sound? 

Here's a sample given hy Frank 
Tooke, general manager. WBZ-TV dur- 
ing the Boston Conference on local 
public service programing during his 
talk on the need for more "Showman- 
ship in Public Service'": 

"I am Daniel David Dander. Presi- 
dent of the Dando Cereal Co. of Win- 
atki, Nebraska. Those who believe 
concern for children's diet is world 
wide will be inspired by this news of 
interest to fathers and mothers of chil- 
dren. Yes, evervone who is interested 
in appetites should take advantage of 
this opportunity. In the words of J. W. 
VanDetta, Consulting Nutritionist for 
the Armed Forces. Northeastern Sec- 
tor. QL OTE The contribution to a 
child's diet has been a vital part of our 
program of security. L T NQLOTE. Ev- 
eryone should be interested in our 
product. Dando. a breakfast cereal 
which is fully accredited by the Na- 
tional Association for Problematic Die- 
tetic Education and the Nebraska State 
Board of Registration. The local dis- 
penser of food items will furnish full 
information upon request with no 
additional stipend. ' 

New three-year contract between 
New York's Independent Film 
Producers and Local #52 I.A.T.- 
S.E has set a precedent by estab- 



lishing a welfare and pension 
plan. 

L nder the new agreement, producers 
will put aside SI. 50 per day worked 
for the welfare fund and another SI. 50 
for the pension fund. 

While there is no wage increase dur- 
ing the first two years of the pact, an 
increase of G f /c will be effective during 
the third year. The contract, which 
was negotiated by a committee from 
the Film Producers Association, New 
York, has been accepted by FPA mem- 
bers and it is expected that other pro- 
ducers will go along. 



Walter I). Dunn, of H-H Represen- 
tatives, Inc., addressed the Pitts- 
burgh Radio & Tv Club this week at 
the Hotel Pittsburgher. Mr. Dunn 
discussed the comparative evaluation 
of the various media — by broadcast 
rating services on one hand and print 
circulation on the other — what each 
purports to measure and what would 
be required to relate them to each oth- 
er. He also covered the recent news- 
paper survey which Pulse conducted 
in southern California, in which Pulse 
employed the broadcast measurement 
techniques in print, in order to rate 
advertisements in Los Angeles news- 
papers. 

Robert Dore Associates, a new radio 
and television firm, was recently or- 
ganized, with headquarters in New 
York. The new firm under president 
Bob Dore. landed its first account, the 
10-station Tobacco Network of North 
Carolina. The organization plans to 
handle a small list of radio and tele- 




" — positively 
special I'm 
Phoenix!" 



astounding! 
running over 



It's the 
KRIZ 
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MOUSETRAP, STEAM TRAP, SEWER TRAP 

...it makes no difference 



r . . . the world wont beat a path to the door of 
the man who builds a better one and then doesnt 
advertise it so that people will know about his 
product, know where it can be bought and how 
much it costs. 

Advertising benefits the buyer, too. It tells you 
the product story, makes it easy for you to buy. 
Even more important to you, advertising leads 



to mass production and volume sales . . . which 
means lower costs and 
lower prices. 

Yes, "Advertising 
Benefits You" . . . 
'specially business- 
paper advertising. 




SPONSOR PUBLICATIONS INC. 
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Men in TV production all say: 



"The Ije^t spots come from Jamieson" 




J I 



• ANIMATION 

• 501 ND 

STAGE 

• LABS AND 
OPTICA LS" 



AMIESON 

FILM COMPANY 

3 8 2 5 Bryan • TA3-81S8 • Dallas 



"clients include: 

Fitzgerald Advertising Agency 
Crawford & Porter Advertising, Inc. 
McCann-Erickson. Inc. 
Tracy-Locke Company, Inc." 



v ision stations, according to Dore, so 
each property can be sold on a ) ear 
'round basis and not merely when buy- 
ers call for availabilities. Several ad- 
ditional stations are expected to join 
as clients within the next few weeks, 
and plans are being worked on to open 
offices or appoint affiliates in Chicago. 
Los Angeles San Francisco and sev- 
eral other major cities. I ntil recently, 
Dore wa.s account executive with For- 
joe. Inc. He was once a partner in the 
advertising agency of Esmond & Dore. 

ASSOCIATIONS 

Co-sponsors of National Radio 
Week (5-1 1 May) have completed 
strategy for an aggressive promo- 
tion campaign. 

NARDA (\ational Appliance and 
Radio-TV Dealers Association) will de- 
vote a special issue of its newsletter 
plus speakers for industrv meets. 

NARTB plans to produce a materi- 
als kit for all radio stations, letters to 
trade and civic organizations, plus re- 
serving time on the NARTB Conven- 
tion agenda for a Radio Week Rally 
(the afternoon of 10 April). 

RAB is also preparing kits contain- 
ing announcements, model news re- 
leases, speeches and program ideas. 
Along with the kits, two sets of tran- 
scribed musical jingles will be dis- 
tributed and top executives of RAB 
are scheduled to make over a dozen 
speeches during the week. 

RETMA is sending a letter to all 
manufacturers urging them to support 
the event. It will follow up this with 
a kit for distributors and dealers. 

RESEARCH 

ARB measures the tv tastes of the 
sexes : 

What women preferably like on tv: 
(1) A good story and "talk about 
money." 1 2) Of the tv programs that 
reached the highest percentage (50% 
and abov e I six were dramatic shows 
and five were quizzes. (3) Tops with 
the feminine gendre is Studio One. 

What men like to see on tv: (11 
Sports— particularlv fights. 1 2) Top 
four shows with men are Wednesday 
Sight Fights, Red Barber's Corner. 
Cavalcade of Sports and XBA Basket- 
ball. 

Broadcast Advertising Bureau 

(Canada) lias published a booklet. 
"The 1957 Facts About the 'Sound' 



Medium. ' The brochure contains sta- 
tistical tables on Radio in Canadian 
homes and automobile radios. 

It also discloses there is now a total 
of 1.040.000 families ' on the move in 
cars — onh radio can reach thein." 

FINANCIAL 

Beech-Nut, Life Savers, Inc. reports 
sales of 8122.287.855 for 195C. This 
is 10'T above the combined sales of 
the two companies during 1955. 
(Beech-Xut and Life Savers merged in 
August, 195C.) Earnings for 1956 
were 23% over the previous year with 
S7.998.599 as compared to $6.493 : 209. 
. . . Whirlpool-Seeger's net sales for 
1956 were $368,220,975 and net earn- 
ings (after taxes! reached $13,808,- 
294. No 1955 comparison figures are 
offered by the company due to fact 
that it began functioning in Septem- 
ber, 1955 and 1956 represents the first 
calendar year of operations. 

Stock market quotations: Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied by Merril Lynch, Pierce, Fenner 
and Beane. 





Tues. 


Tues. 


Net 


Stock 


5 March 


12 March 


Change 


New 


York Stock Exchange 




AB-PT 


21 


22s 


+l 7 s 


AT&T 


179H 


177V.; 


-1% 


Avco 


6 7 s 


6* 


- H 


CBS "A" 


32% 


32M- 


- s s 


Columbia Pic. 


18 1 - 


17 7 s 


— -'s 


LoewV 


19H 


18vs 


- % 


Paramount 


32 3 4 


32'A 


+ ^ 


RCA 


34 


33 l -j 


- Va 


Storer 


26\-2 


25 1 - 


-1 


20th-Fox 


25 Vo 


24-s 


— / 


Warner Bros. 


26U 


25 3 4 




Westinghouse 


54Vs 


54 7 s 




American Stock Exchange 


+ V* 


Allied Artist* 


3 7 s 


4»s 


C&C Super 


1 


1 


+ m 


Du.Mont Labs 


4S 


5 


Guild Films 


3 1 " 


3 3 s 




NTA 


8-s 


8M> 


- H 



KSON 



66 ~m 99 

Son Diego's No. J^Rodio Station 



PULSE 

"Out of Home" & "In Home" 

Kwinwnlnl .Vatli«iall> li>- KM1UUE ** «"«. 



7 1. 
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-Meet the Bell System's new guardian 
of microwave transmission quality 




Roll System aummatie proieciion switching substitute* a 'pare 
channel when inierference occur* during iran«mi»-ion. H. 0. Bellows, 
a designer of the s>~Iem. cheeks ierminal iiulicaling equipment. 



There's a new watchman on duty along Bell System 
microwave channels, protecting your transmissions 
against fading and equipment failures. 

Its name— automatic protection snitching. It> re- 
flexes are so fast that it prevents failures liefore T\ 
audiences are even aware of the trouble. 

It works, this way: When a channel encounters 
trouble, a spare lor protection channel I is automati- 
cally switched so as to parallel the troubled channel: 
both then carry the same signal. At the receiving end. 
Hell System equipment determines which of the two 
signals — regular or spare — is better, and relays it on. 

The entire series of events takes le-s than one- 
twentieth of a second. 

This development is one more example of lmw the 
Bell System is constant!) finding new and better \\a\- 
to serve the broadcasting indu*tr\. 



HEEI. TELEPHONE SYSTEM 

Providing intercity channels for nelivork television and radio throughout the nation 



SPONSOR • 16 MARCH 1957 




built 



MnwM©niLir™ 



ELECTRIC LIVING 



. . . and 



WWJ-TV 



The Enrico Fermi 
Atomic Power Plant. 




Detroit Edison's original Station A, 



In 1903, Detroit Edison had one power plant 
and 7000 customers. Today, the Company 
operates six power plants serving 4,000,000 
people. And tomorrow, the Detroit area will 
see Michigan's first atomic power reactor, 
built by the Power Reactor Development Com- 
pany, of which Detroit Edison is a member. 



The Electric Power Industry, with its de- 
pendable service, efficiency, and economy, 
created a faith that opened a bright new world 
for homes, farms, and factories. 

WWJ-TV, with its 10 years of leadership 
and emphasis on quality, has given Detroiters 
another well-founded faith — faith that dialing 
Channel 4 always provides the finest of 
television. 

seeing is believing to the great WWJ-TV 
audience — a priceless advantage to every 
advertiser. 



Tenth Anniversary Year. 




ASSOCIATE AM-FM STATION WWJ 
First in Michigan • owned & operated by The Detroit Nevfj 
Notional Representatives: Peters, Griffin, Woodward, Inc. 
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ir/iut's happening in U. S. Government 
that affects sponsors, agencies, stations 

WASHINGTON WEEK 

The Couffroiiiuual radio-tv pot continue to boil, with the FCC commis#ion- 
ers still shuttling from one investigating committee to another. 

LwrUM i»57 Within the week the commissioners have appeared twice hefore the Hou-e Commerce 

sponsor publications iNO. Committee and once hefore the Senate Commerce Committee. 

Highlights of the House Commerce Committee quiz: 

• Expressing grave doubts about demtennixture and the propriety of some FCC grants, 
the committee accused FCC of acting on legal matters without consulting Congress 
and then tossing "hot" policy matters into Congressional laps. 

• Some inconclusive heat was produced with regard to the question of newspaper own- 
ership of tv stations. 

• FCC Chairman McConnaughey promised that the FCC would begin serious work on 
the long-pending clear channel proceedings, along with related matters, such as the hours 
of operation for daytime only stations. 

In the latest hearing before the Senate Commerce Committee, McConnaughey hedged 
somewhat on his promise for quick action on subscription tv. He told this com- 
mittee that there are "substantial legal and policy questions," which he indicated might 
have to be decided by Congress. 

The Celler House Judiciary anti-trust subcommittee is due any day to release 
a record of last year's hearings on network tv practices. 

A final report approving the subcommittee's findings may follow a few weeks there- 
after. At least, that's what the subcommittee's stall is hoping for. 

The industry probably will be as interested in the hearing record as in the final report. 
It will give the most intimate details on how the networks do business. 



Rep. Oren Harris (D. Ark.), chairman of the House Commerce Committee, has an- 
other issue to grind with the FCC. 

He's appointed a subcommittee to inquire how well the FCC — plus the FTC and other 
regulatory agencies — are carrying out acts of Congress. No hearings are set. 



Some reflections on the state of the American economy: 

• Annual personal income, reports the Department of Commerce, was at a seasonally 
adjusted rate of S335-billion in January. That's Sl-billion higher than December. 

• A Federal Reserve Board survey disclosed consumers continue to be opti- 
mistic and ready to spend money. Also, the percentage of families earning over $5,000 
increased from 26% in 1952 to 36% in 1955 and to 41% in 1956. These estimates were 
based on interviews with approximately 3,000 spending units in 66 sampling areas. 



The FCC has sent to Congress draft legislation to make broadcast licenses 
good for five years instead of the present three. 

FCC Chairman McConnaughey recently has espoused the longer license period as cal- 
culated to foster greater stability and less trouble. 

The recently concluded U.S. -Mexican broadcasting agreement baa been sent 
by President Eisenhower to the Senate for approval. 

The pact governs the use of frequencies by the two countries. 
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DELIVERING 

WITH 815,000 TV HOMES 




wnhc-tv is FIRST! 




Program Superiority: In its 14-county, 815,000 TV 
home area, WNHC-TV has 95.7% more quarter- 
hour firsts than the next four competing stations 
combined. 



WNHC-TVis FIRST! 




Woric/'sBesrMowes : WNHC-TV has the great MGM, 
Warner Bros., 20th Century-Fox and RKO feature 
films that have topped all competition in market 
after market. 

WNHC-TVis FIRST! 

Rating Superiority : In its 14-county, 815,000 TV 
home area, WNHC-TV's "World's Best Movies" pull 
average ratings 314.3% greater than nearest com- 
petitor's best feature films. 

WNHC-TV is FIRST! 

Audience Superiority: In its 14-county, 815,000 TV 
home area — sign on to sign off seven days a week 
— WNHC-TV delivers average audiences 210% 
greater than top New York City station; 244% 
greater than Hartford; 174% greater than New 
Britain. 




For top-audience availabilities on WNHC-TV, kali KATZ or Triangle's National Sales Office today 



Sources: ARB, Nine-County Coverage Study, November 1 956 
Nielsefi NC$ #2, 1956 



AUDIENCE 




WFIL-AM • FM • TV 

PHILADELPHIA, PENNSYLVANIA 

WNBF-AM*FM*TV 

B INGHAMTON, NEW YORK 

W H G B - A M 

HARRISBUR6, PENNSYLVANIA 

W FBG-AM •TV 

ALTOONA, PENNSYLVANIA 

WNHC-AMFMTV 

NEW HAVEN-HARTFORD, CONN. 



operated by; Radio and Television Dlv. / Triangle Publications, Inc. / 46th A Market Sts., Philadelphia 39, Pa. 
WFIL-AM • fm «TV, Philadelphia, Pa./WNBF-AM • PM • TV-, Blngh a.mton N. Y. 
WHGB-AM, harrisburg, Pa./WFBO-AM • TV, Altoona, Pa./ WNHCAM • FM • TV. New Haven-Hartford Conn. 
National Sales Office, 4>8« Lexington Avenue, New "York 17, N*ew York 



A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



16 MARCH 

Coyyrlobt 1957 
8P0NSOR PUBLICATIONS INC. 



What goes up must come down. With this simple, down-to-earth logic in mind, a Mid- 
west agency is now screening miles of feature film to get this reverse twist: 
A local show that can he billed as "Hollywood's Worst Films." 
The agency owner says he's got a sponsor; his problem now is to get enough film 



to warrant the hilling. 



As has been their prerogative in Hollywood, the bankers are now beginning to 
pass judgment on the choice of top personnel for tv stations. 

A Wall Street house recently put thumbs down on one such operator. (So he's "sitting 
out"' the remainder of his contract.) 



In terms of security and consistently high-level earnings, several personalities work- 
ing locally on New York stations can show many a network tv star their heels. 
Broadly they classify as disk jockeys, and here is how some of them are doing: 

• She's an ex-musical comedy singer, whose guarantee is $1,000 a week. She's also 
cut in for $25 on each minute spot. Her weekly take is $2,500. 

• They're a man and wife team who work from their home three hours in the morn- 
ing. They gross between §100,000 and §125,000 a year. 

• A male personality presides over a turntable several hours each morning — among 
his manifold activities. From this chore alone he derives around SI 50,000 a year. 



P&G tells SPONSOR HEARS a popular impression that its first daytime serial 
was Ma Parkins (which went on the air in December 1933) is wrong. 

The progenitor of the P&G soap opera line was The Puddle Family. It made its 
debut just a year before Ma Perkins. 



The legend that Jack Benny's agents sold his exclusive services to two spon- 
sors simultaneously — an episode paralleled in The Hucksters — is topped in fact by one 
involving CBS' William S. Paley. 

He dreamed up an idea one afternoon to land a sponsor for Community Sing, a sus- 
tained The Maxon agency was interested, and soon Paley had a deal cooking with Gillette. 

The next day he learned that the show had been optioned to another agency. 

This dilemma was resolved by the simple expedient of staging two shows of 
approximately the same type: Community Sing and Let's All Sing. 



Nothing in air media has been the target of so much controversy as program 



rating systems. 



It all started 27 years ago when advertisers and agencies backed their own central 
rating service — the Cooperative Analysis of Broadcasting. It used the telephone recall 
system, with the firm of Arch Crossley doing the field work. 

Then C. E. Hooper introduced his telephone coincidental system. It produced big- 
ger rating figures — and a quick following of clients. 

Later Frank Stanton, now CBS, Inc., president, encouraged development of the Audi- 
meter. A. C. Nielsen put this mechanism to commercial use and expanded from the food- 
drug inventory field into the rating field. 
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otfiing belt 
under 




the afternoon sun 
In BUFFALO . . . 



where 



^fC COMPARE THE COST! 
COMPARE THE RATINGS! 



WWOL 

reaches more 
homes per $ 
than any other 
station in the 
Buffalo Area ! 





COST PER MIN. SPOT 


HOMES 


HOMES 




1 TIME RATE* 


REACHED** 


PER DOLLAR 


WWOL. 


$12.50 


14,500 


1,160 


NET STA. "A" 


40.00 


15,500 


388 


NET STA. "B" 


35.00 


3,500 


100 


NET STA. "C" 


23.00 


20,800 


904 


NET STA. "D" 


20.00 


4,500 


225 


1ND. STA. "A" 


18.00 


3,800 


211 


IND. STA. "B" 


9.00 


4,300 


477 



BASED ON' 



"SRDS CLASS A 
3 P.M. -6 P.M. — FEB. 



'57 



'NIELSEN REPORT NOV. '56 (Page 5) 
Monday thru Friday, 3 P.M. — 6 P.M. 



WWOL GIVES THE LOWEST DOLLAR COST 
PER LISTENER IN THE BUFFALO AREA I 
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Check : NIELSEN 



Check : PULSE 



Check : HOOPER 



Check : The 50 National Advertisers who 
now include WWOL RADIO 
in their budgets ! 



fWWOL 
315 MAIN STREET 
BUFFALO, NEW YORK 



NATIONAL REPS: FORJOE <& CO. 
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PRIME-TIME 

( Continued Irani page 25 ) 

to ads For personal products'. If thev 
listened attentiv eh , it would impl) a 
need for the product that tlie\ don't 
wish to admit in company. The indi- 
vidual can admit to herself 'hat she 
wants to In this new deodorant hui 
ean't afford to admit it to famil) or 
friends. In our MRP testing, we refer 
to this as inter-relation the climate 
in which a product is viewed. \nd we 
have found that personal products 
reap a real advantage when the\ adver- 
tise during late-morning and early- 
afternoon hours." 

Such pattern* of human behavior 
must enter into the thinking of an ad- 
vertiser: radio has become such an 
individual thing. In its role of p*»r.«onal 
companion to millions of Americans 
of all ages, it is the least measurable of 
all media which lead main to feel that 
ratings fail to full) reflect radio's audi- 
ence, particular!}' outside morning 
hours when listening tends to he in- 
dividual, scattered around home. 

A recent brochure of KAB tells of 
a Cleveland family which has 13 ra- 
dios in a six-room house. "A Discus- 
sion of Radio." the 1956 study pub- 
lished by BBDO. shows that only 
25.1 'c of radio sets are in the living 
room. Kitchens are the location of 
16T, bedrooms of 21.4' f, other rooms 
11.6';$, and autos, 25.9'?. The devel- 
opment of the transistor has sparked 
the batter) line of radios and last year 
more than three million portables were 
produced. These can be found at the 
beaches, on bicvcles, in ball parks and 
just a few weeks ago a giant super- 
market in the Minneapolis-Si. Paul area 
attached portables to shopping carts. 
How do vou begin to measure acou- 
ralelv such a volume of lisleniii"? 

"Dark horse" buys: Such fads as the 
current urge to buy 7 to 9 a.m. are 
the result when buyers use ratings 
in the manner of horseplavers who 
have a "system for handicapping the 
ponies. Then when all the bets are 
down on the favorite, along comes some 
dark horse to finish first. A dark 
horse, for example, such as American 
Airline^ which has used the most off- 
beat hours- of all — midnight through 
dawn in nine markets and receives, 
in addition to hundreds of phone calls, 
about 1.200 letters a month. ( Enough 
of these letters are written on .sugges- 
tion forms stowed in the seat packets 
of American s plane? to convince com- 



pany officials that they who are up 
listening to radio all night also flv.) 

General Motors Acceptance Corp., 
using only weekend radio saturation 
for 17 weeks- la-t summer, increased its 
bu-oness 29'?. Its competitor. Cl'l , 
w hose busine-s fell off 12' \ last }ear 
has decided that this year it will use 
the same formula. CM \C meanwhile 
has signed again, so this summer will 
find two similar weekend campaigns. 

An RAB success storv on Seaboard 
Finance Co. contains this quote by 
Harold C. Simms, vice president of the 
company : ". . . more and more we 
spread our radio spots to the *erv 
late and very early hours, as well as the 
conventional periods. We .slopped read- 
ing the ratings and bought 'stale 
bread,' and got volume . . . and we got 
business." 

CBS Radio Spot Sales reported an 
interesting fact from a recent KNX, 
Los Angeles, stud) based on a Novein- 
her 1956 Pulse cumulative audience 
report. For this station, the average 
daily cumulative audience between 6 
a.m. and noon is 458.500 radio homes. 
For 6 p.m. to 6 a.m.. the potential is 
395.700 homes. Of the 6 a.m. to noon 
homes, 167.400 are also tuned in be- 
tween 6 p.m. and 6 a.m. '1 his means 
that the advertiser who uses only 6 
a.m. to noon is missing a potential of 
228.300 radio homes at night. 

It also was found that 291.100 homes 
tuned in between 6 a.m. and noon are 
not tuned in at night. The potential of 
different homes available therefore to 
an advertiser who spreads bis an- 
nouncements over both morning and 
night is 686.800. Radio is not '"a some- 
time thing." 

Can't generalize: Markets differ, and 
the stations within those markets differ 
in programing and it all adds up to 
such a variety of statistics that to gen- 
eralize about the effectiveness of radio 
one hour against another on a national 
level is folly. For example, a 12-month 
average ratings in the 17-countv New 
York metropolitan area shows station 
WQXR averages higher ratings be- 
tween 10 a.m. through 4 p.m. and 6 
p.m. through midnight than between 
7 a.m. through 9 a.m. and 4 p.m. 
through 6 p.m. Another thing that 
W QXR has discovered through mail 
tests is that it seems to have as nianv 
men listening throughout midmorning 
and early afternoon as at any other 
periods of the day. 

Some clients through their insistence 



on the earl) -morning and early-evening 
hours current!) in fashion, are missing 
out on good package buvs or on local 
personality shows in other hours. Ed- 
ward Retry & Co. has just completed a 
presentation titled, "Why You Should 
Use Afternoon Radio." One of its sec- 
lions is based on a 27-market Pulse 
study for RAB that showed afternoon 
radio reaches mil) slightly fewer homes 
than does morning. In the average 
quarter-hour between 7 and 9 a.m., 
this study showed 5.126.000 homes us- 
ing radio as compared with 4,853,000 
between 3 and 6 p.m. 

Retry carried this a step further, 
computed difference in these same 27 
markets between 7 through 9 a.m. and 
2 through 7 p.m. They found that in 
these markets costs were down much 
more than listening. Sct-in-use fell 
5.9' r. But costs dropped 28.8'/ f ! 

lhey made another study comparing 
the same times in the 16 markets where 
they represent radio stations. This 
time they found that sets-in-use dropped 
6.8 r t , hut costs dropped 40.5 c /c. 

A study by NBC Radio Spot Sales 
showed that most of the stations in 11 
major markets averaged during one 
of the hours of 7 p.m. through mid- 
night about 75 r r of the ratings for 
7 through 8 a.m. Another curiosity 
that demonstrates the vagaries of an 
individual market is that this same 
Pulse-based assemblage of data showed 
WAVE. Louisville, to enjoy a higher 
rating between 9 and 10 p.m. than 
between 7 and 8 a.m. — 4.6 vs. 4.1. 

Sales push: A lot of missionary work 
is being done among both buyers and 
sellers to get across the fact that radio 
is a good buy at almost any time. The 
research department at John Blair & 
Co. is compiling a week-end audience 
composition chart based on a Novem- 
ber-December 1956 Pulse study in 
eight metro markets. It has averaged 
out Saturday and Sunday in hourly 
time blocks from 6 a.m. through mid- 
night. It shows total sets-in-use (in- 
home and out-of-home) to reach 20^ 
at 11 a.m. and never to drop below 
(hat until after 7 p.m. Throughout all 
weekend hours, the male audience is 
high. Between 1 1 a.m. and 7 p.m. 
when sets-in-use range from 20 to 
23.4' f. about 40 of every 100 listen- 
ers is a man. On weekdays, the average 
sets-in-use between 1 1 a.m. and 7 p.m. 
are about 26 r r. but the male audience 
represents 24 out of ev ery 100 listeners. 
The SRA Radio Trade Practice Com- 
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lowest 
cost -per -thousand 



mittee is now working on a pre*enta- 
lion designed to *h(jw the uih outage** 
of u-iug time period* other than these 
which arc currcitlK tin* fad. 

TrulUc xi 1 1 (I (*t* : Wtmilh. mn* of 
the iiiuiii rca-un- win 7 to 9 a.m. ami 

I to (» p.m. became >o popular max 
vet he the mean* of changing thinking 
ahoiit these o\ cr-ci ou (led hlocks. 1 hi> 
is the traflic audience en route to work. 

The fact that there arc 35 million 
radios in antos and that 038 of e\er\ 
1.000 workers commutes l>\ auto has 
led main a client into the morning and 
afternoon "tralhc" times. 'I he interest 
in this audience is j notifiable, lint as 
was pointed out earlier, mam of them 
can he missed in certain markets due 
to dilTerences in plant or ofhee starting 
and (putting times. 

George Kupper. \ ice president of 
\\ in. G. Kamhean. has ;i deep interest 
in this subject. So does Tom llollings- 
head. a McCann-Ki ick-on Inner. So 
doe-- Ru-s Walker at John K. Pearson 
Co. \nd so do main other reps and 
I i inch u \ e rs. Here are some random 
fact.- on worker traffic taken from dis- 
cussions with them. 

The hours of 7 to 9 a.m. were estab- 
lished main vears ago and applied 
largeh to white collar workers. 15\ 
now. the blue-collar workers are a 
force to be reckoned with. In the 
large industrial areas, where three 
shifts are common, there are heavy 
traflic hours at shift change times, lie- 
sides this, workers coming home at 

II p.m. or midnight are often found 
sitting around home for several hours, 
eating, drinking and listening to radio 
hefore turning in. 

In Tulsa, a big aircraft center, you 
can find such dilTerences as this: 
Douglas Aircraft, employing 11.000 
workers has one shift that starts at 
i":12 a.m. and finishes at 1:12 p.m.: 
another that begins at 3:25 p.m. and 
closes at 11:52 p.m. American .Air- 
lines, employing 4.000. has shift 
changes at 8 a.m.. 2 p.m. and 11 p.m. 

In Syracuse. 21,950 workers out of 
a total force of 55.770 are on the job 
at 7 a.m. and leave at 3:50 p.m. \n 
announcement broadcast between 7 
a.m. and 8 a.m. will miss them. 

At WASK. Lafavctte, Intl.. a study 
was made that involved calling 29 dif- 
ferent industries employing more than 
20 people. These included Purdue 
University. General Telephone Co.. 
Ralston-Purina. Alcoa. Sears. Roebuck. 
Brown Rubber and hospitals. The to- 



tal employee*" numbered t>liglitl\ more 
than 15.000, about 90' , of the ami*- 
working force. Of the-e. about 1.000 
were w hite-eollar workers. Moie than 
00' < of all of the employed work from 
7 a.m. to 3 p.m. In -m il market-, an- 
nouncement -lotting might well begin 
at 0 or (> :50 a.m. 

Local u«lv ertisers know: \- wa- 
pointed out before. local merchant- 
were u-ing todav s "prime hour- 20 
\ears ago at a time when national 
accounts and their agencies were 
riding nigttime chain break-. Now the 
local merchant is -bowing the way 
again b\ capitalizing on so-called ''oft- 
hou rs." 

This has been emphasized by Lloyd 
George \ enard, pre-ident of \enard. 
I'intniil & McConnell, Inc.. who con- 
siders the local merchant's cash regis- 
ter a ninth better bellwether than any 
chart of snney on prime time-. 

'AYheii a national advertiser buys 
billboards, says Venard, "he must 
pa\ a big fee to get high spots and if 
he bins a posting of 100 boards in a 
city, he'- going to have some mighty 
lonesome 24-sheets on his list, lie is 
e\ en going to ha\e a lot of them 
nnlighted. 

*' \ud when he bins buscards. does 
he expect to get e\ery card o\er the 
door? He does not. lie knows in 
either case he is reaching people 
whether the\ see his message in a high 
spot or in another spot where cumu- 
lative traffic makes the display profit- 
able." 

In the same way, if advertisers were 
as dogmatic about reiving on statistics 
about new-papers as the) are about 
radio, then the)' would ntner buy any- 
thing but full-page ads because studies 
have shown that a full-page ad is 
remembered the next day by 144 per- 
sons for ever\ one who remembered a 
quarter-page ad. 

"Those perfectionists," says \ enard. 
who are begging for charts or figures 
to justify what local merchant* are 
proving everv day in radio, are going 
to mis- the boat one more time. Hie 
saturation packages in radio today are 
priced so low that the ad\erti-er -hould 
not ask — but should insist on — time 
after 9 a.m. before 1 p.m.. and after 
6 p.m. to protect his investment. 

"You can t reach all of the people 
at one time in any medium, but you 
can reach most of the people most of 
the time if v ou use a saturation cam- 
paign embracing those hours in which 
the public finds radio accessible. ^ 
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in Columbus 



WVKO 



cost per thousand is 
44% lower than its 
closest rival. 



WVKO 



delivers 5.1 average 
between 8 and 5. No 
ratings below 4.4 
Pulse: Sept.-Oct. '56 



WVKO 



covers what counts! 
800,000 people in half 
millivolt contour. 
550,000 of them are 
in Franklin County . . . 
the home county. 





Columbus, Ohio 

the station with 
■ a personality. 
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If you want 



$ALE$ 




In 

SHREVEPORTS 
Rich 



NEG 

Market 





KANV 

is THE station! 
Get the PROOF! 

It's yours for the asking 



Write, call or wire the KAISV Representative 
in your area jVOH 7 / 



Reps at work 




Jim O'Crady, Young Television Corp., New York, thinks that there 
should be closer cooperation between all people involved in the 
purchase of tv time. "First, clients and agencies should orient 
the timebuyer better on media plans and advertising objectives," 
Jim says. "Second, agencies should work on 'an open book' system 

providing the representative with 

all possible information before and 
after campaigns." Jim also feels 
that there should be a working re- 
lationship between the representa- 
tive and the advertising agency's 
clients. He points out that all buys 
include four people: the buyer or 
client; the seller or station: and 
the two agents — the advertising 
agency and the station representa- 
tive. "The representative has an 
obligation to his station to contact 
all concerned with the buy," Jim says. "If he keeps everyone fully 
informed, he is doing his job and in the long run advertiser, agency, 
representative and station benefit. Newspapers have long demon- 
strated the practicality of this policy. Information is the foundation 
of the advertising business. We must work to make information more 
available and more exact; the future of the business rests on it." 



Jack Weir, John H. Perry Associates, New York, thinks that the 
buyer should learn more about local personalities through listening 
to tapes. "The buyer would become familiar with the type of 
entertainment preferred in the region, the activity of local retail- 
ers and their approach to advertising," Jack points out. "Every 

buyer should know these local 
characteristics before buying. Fig- 
ures alone do not tell you what 
is a good buy. For example, the 
Morning Show with Guy Crump- 
ley on WCOA in Pensacola. Fla., 
the Ted Chapeau Show on WJHP 
in Jacksonville, the Ken Lueck 
Shoiv on WNDB in Daytona 
Beach, and the Don Brookins Show 
on WDLP in Panama City, are all 
geared to the low-pressure ap- 
proach to advertising. Music and 
talk are slanted to the listener who wants to relax. Hard-sell ad- 
vertising would definitely be out of place on these programs. In- 
tegration of advertising, then, becomes a prime requisite in buying; 
the live copy and/or e.t.'s usually cannot be prepared especially for 
specific shows. It is the function of the buyer to study regional 
programing so that he can creatively place the advertising." 





1050 kc-250 Watts -DAYTIME 

theOHLY ALL HEBRO PROGRAM Station in 

SHREYEPORT, LOUISIANA 
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1956 Nielsen Market 
Coverage Study shows: 

KSTP RADIO DELIVERS 
LOWEST COST-PER-THOUSAND 
IN NORTHWEST MARKET 



Here's the proof that KSTP Radio— 
The Northwest's QUALITY Station- 
is your best buy in the vital Northwest 
market. 

N. C. S. No. 2 Spring, 1956 shows 
that in Ramsey County (city of St. 
Paul) KSTP reaches more homes every 
month than any other Twin City 
Radio Station. 

In Hennepin County (city of Minne- 
apolis) KSTP is second among all 
stations in number of homes reached 
monthly. 

In station total homes reached month- 
ly and weekly, KSTP is a strong 
second. 



As a result of these figures, a com- 
parison of rates shows that KSTP 
Radio offers you the Lowest Cost- 
Per-Thousand Homes in this mar- 
ket of more than900,000 radio families. 



To reach and sell the growing, active- 
buying Northwest most effectively, most 
economically, KSTP Radio is your first 
buy and your best buy! 

For further information, contact your 
nearest Edward Petry office or a KSTP 
representative — today. 




MINNEAPOLIS • ST.PAU 



NBC Affiliate 



"The Northwest's QUALITY Station" 
Represented by Edward Petry & Co., Inc. 
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You SELL 

Louisville 
When 
You Use 




John Fraim 

Louisvillians rely on the "John Fraim 
News" to keep them posted on the 
local, national and international news 
developments. His comprehensive news 
coverage, plus his many feature stories, 
make it not only interesting, but factual 
and worth while hearing regularly. A 
news service that succeeds in being all 
things to all people does the reporting 
job superlatively well. To Louisville 
"the John Fraim News" is a MUST... 
with comprehensive all day service 
through five minute summaries and re- 
ports in depth at 12 noon, 5:30 and 
8:45 p.m. Monday through Friday. 



Represented by 
John Blair Cr Co. 




WKLO 

LOUISVILLE Tftr 



Tv and radio 
NEWSMAKERS 



Maurice E. McMurray has been appoint- 
ed national sales director for the Storer 
Broadcasting Co. In his new position, he 
will supervise the New York. Chicago and 
San Francisco sales offices. McMurray 
started in the industry as sales promotion 
manager at WHO. Des Moines, in 1939. In 
1948 he became tv sales manager for C. E. 
Hooper. Inc.. New York, and a year later 
joined CBS TV. After serving as an account executive at NBC TV. 
he came to Stover in 1953 a* sales manager of WJBK-TV, Detroit. 
When Storer's national sales office in New York was expanded last 
year. McMurray was transferred to Manhattan. He was then ap- 
pointed to represent both WJBK-TV, Detroit and WJW-TV, Cleve- 
land. He is an alumnus of Iowa State College at Ames. McMurray 
succeeds the late Bob Wood as the Storer head of all national sales. 




Verne F. Kelley is the new advertising 
manager for The Gre) hound Corp. He will 
serve under Edgar Jones, director of adver- 
tising and public relations. Kelley comes 
to Greyhound from Ruthrauff & Ryan 
(Chicago office) where he served as tv 
writer, producer and account executive. 
Among accounts he serviced were: Motor- 
ola, Tunis and Baldwin pianos and organs. 

Prior to joining the ad agencv in 1953, Kelley v\as a sales and mer- 
chandising executive for Procter & Gamble and did public relations 
work in Chicago for United Airlines. He is a graduate of Notre 
Dame. Co-incidental with Kelley 's appointment is Greyhound's re- 
turn to network tv. The bus company will sponsor one-third of 
NBC TV's Steve Allen Show starting 7 April. Greyhound's last 
network ride was in March 195-1 on Omnibus (then on CBS TV). 

Edward P. Shurick, national director of 
station relations for CBS TV since August 
1954, has been appointed a vice president. 
He will report to William B. Lodge, ad- 
ministrative vice president of station rela- 
tions and engineering. Shurick's promo- 
tion is designed to relieve Lodge of much 
detail work and give him enough time to 
join the management team consisting of: 
Merle Jones, president, Hubbell Robinson, programing executive v.p. 
and William llylan. v.p. sales administration. (Hylan also has just 
joined the planning group along with Lodge). Shurick is a broad- 
casting veteran of 22 years. He came to CBS in 1950 as market re- 
search counsel for radio. In 1951 he was made an account execu- 
tive for tv sales and a year later, manager of network sales develop- 
ment. Before coming to CBS. Shurick was with Free & Peters. 
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Greatest Team Since Lewis and Clark . . . 



CAPTAIN MERIWETHER LEWIS: 

"No doubt about it, that KING-KGW tie-in is the biggest 
thing that's happened in the Pacific Northwest since we opened 
up the country." 

CAPTAIN WILLIAM CLARK: 

"You're so right ... think what it does for smart time buyers. 
When they buy the high-powered pair of Seattle-Portland ARC 
affiliates they know that they are getting the word out to 80% 
of the Washington-Oregon market." 

LEWIS: 

"That's because KING and KGW cover the 'Green Strip', 
Western Washington and Western Oregon from the Cascade 
Mountains to the sea. That's where the money trees grow." 



CLARK: 

"And that's where the natives are wampum-heavy . . . loaded 
with spendable income. Makes a man want to wheel right out 
there with a wagon-load of blankets and trade-beads..." 

LEWIS: 

"That's not the way you do it now, trail-mate. To crack 
the rich Pacific Northwest market all you need to do is load 
up with spot schedules on KING and KGW..," 

EDITORIAL: 

If your client isn't shaking the money tree out in the heavy- 
spending Pacific Northwest market it's probably because the 
natives are getting restless waiting to hear vour message 
over KING and KGW... 



ABC FOR THE PACIFIC NORTHWEST 





S E A T T t E 


PORTLAND 






KING 


KGW 






RADIO AND TELEVISION 1 


1 BAD O AMD •£l£\ SIOn 




BUY THE EfA II 


I FROM BLAIR 




Radio's four magic hours 

Are there only four hours worth buying in spot radio? 

Many national advertisers today apparently would answer 
"yes."' Study the buying practices of account after account 
(with some exceptions) and you find strict orders to buy 
only early-morning (7-9 a.m.) and late-afternoon (4-6 p.m.). 

Why? 

We think the reason is psychological. Buying these two 
periods is the fashion today. And the more advertisers hear 
of others standing in line to buy radio's four magic hours, 
the more anxious they are to crowd in right after. 

This is actually one of the strangest turnabouts in media 
history. Only a decade ago, many stations couldn't give 
early-morning time away to most national advertisers. 

We are certain that just as the pendulum swung once, it 
will swing again. Of course early-morning and late-after- 
noon is valuable radio time. But so is 7 to 9 at night or 2 to 
4 in the afternoon. Inevitably, as the big comeback of spot 
radio ceases to be new, advertisers will reappraise the in- 
structions they give their timebuyers. The smart advertiser 
will move fast, staking out new franchises while others wait. 

We urge that you study the facts and make your decision 
early. (And to help provide the facts, we've prepared a de- 
finitive study of spot radio time periods, page 23 this issue.) 

Asking the retailer 

The other day we ran across a multi-million dollar adver- 
tiser who never had checked his advertising effectiveness at 
point-of-sale. 

In the hustle and bustle of today's business distractions it's 
easy to overlook the obvious. And to us the obvious is asking 
the man behind the counter, what makes a product move. 

A few advertisers, notably Rayco, carefully check to learn 
what attracts each customer into the store. Aided by a quick, 
carefully audited process administered by its advertising 
agency, Rayco adjusts its advertising as its findings dictate. 

While not many advertisers are likely to analyze as care- 
fully as Rayco, a point-of-sale analysis from time to time 
should pay good dividends. A number of advertising agencies 
are working in this direction. It all adds up to better adver- 
tising and greater effectiveness. 

THIS WE FIGHT FOR: Cash-register results 
are the true index of media effectiveness. Yet 
most air media research is built on ratings. 
Air media buyers and sellers should work to- 
gether to end this lopsided research emphasis. 




lO-SECOND SPOTS 

Cosr-per-oink: Bill Harmon, buyei 
at Leo Burnett Agency in Chicago, 
wonders why reps who come to sell 
him time for his farm account stress 
cost-per-1,000 listeners. "What I'd real- 
ly like to know," Bill says, "is the 
cost-per 1,000 hogs — or chickens." 

Success: from A r . Y. Herald Tribune 
— "Chrysler Corp.'s first-quarter net 
income may top earnings for the full 
year 1956 on record quarterly dollar 
sales of more than SI. 000.000,000, it 
was indicated yesterday. 
God bless Lawrence Welk, Groucho 
Marx and the Plymouth fish-tail. 

Why worry? P. r. girl in a Madison 
Avenue agency was biting her nails to 
the quick watching obvious job appli- 
cants filing in to be interviewed by 
her boss. Finally could stand it no 
longer, went to the boss' secretary and 
bluntly asked whether she was being 
replaced. "You worry too much," the 
secretary told her. "As a matter of ; 
fact you can cut your worries in half." 

"How do you mean?" asked the girl.' 

"Notice how about half the girls 
wear hats and the other half are hat- 
less?" said the secretary. "Well, you 
only have to worry about the ones 
without hats. They're after a writing 
job. The ones wearing hats are just 
secretaries." 

Whoosh ! Besides sponsoring the Au- 
gust launching of the earth satellite on 
NBC TV, International Business Ma- 
chines also plans an ABC TV show 
that will explain what the satellite is I 
all about. No doubt CBS TV is await- 
ing a "Wha Hoppen?" telecast from 
IBM in case the satellite falls down. 

Shakespeare on copywriters: 

. . . and chronicle small beer. (1) 
He draweth out the thread of his ver- 
bosity finer than the staple of his argu- 
ment. (2) 
Devise, wit; write, pen. (3) 
That hath a mint of phrases in his 

brain. (4) 
That un-lettered small-knowing soul. 
(5) 

Here will be an old abusing of God's 
patience and the King's English. (6) 

I was not born under a rhyming 
planet. (7) 

•SOURCES: (1) Othello, A II, s 1 : (2) Love's Labor 
Lost, A V. s 1; (3) Ibid. A 1, s 2; (4) Ibid, A I, ■ 1 ; 
(5) Ibid, A 1, s 1; (6) Merry Wives of Windsor, A 1, 
t 4; (7) Much Ado About Nothing, A V, s 2. 



WDAY-TV DELIVERS 

520% MORE FARGO-MOORHEAD HOMES 

THAN STATION "B"! 
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12:00 - 5:00 P.M. 

403% MORE 








5:00 - 6:00 P.M. 

468% MORE 






STATION 
"B" 


6:00 - 10:00 P.M. 

118% MORE 

10:00 P.M. - Sign-Off 
400% MORE 


*.Xorlh Dakota I alley C 
Minnesota Hrrckenri 


lily, Wahpctort, llillsboro, Fargo. 
(/ire Fergus Falls, M nnrheatt. 
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nit s njilit ! 
figures for Far<:o 
TV with an a\er 
than Station '*/» 

WDAY-TV gets- 

760% More- 
872% More- 
181 % More- 
270% More- 

That's just the 
June. I'r>6 AKK 
WDW-TV is al 
other Hed Kivc 
between 40 and 



IWinhrr. 1056. \H\i 
Moorhead rrrdit \\ 1) \ V- 
\>iv of 52() f / r more homes 
". for all time periods! 



-12 Noon to 5:00 P.M.! 
-5:00 P.M. to 6:00 P.M.! 
-6:00 P.M. to 10:00 P.M.! 
-10:00 P.M. to Sign-Off! 

Farfjo-Moorhead picture, 
figures ( left ) pro\e that 
inn.»t as popular in fi\e 
r \ allej eitie- — eaeh 
60 miles awav! 



Your I'eters, Griffin, Woodward Colour] 
has all t lie farts. 

P. S. Average AMI! Rating. 6:00-10:30 
P.M.. WDAY-TV U.6. Station "H" 11.9. 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 
Affiliated with NBC • ABC 
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